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local boy makes good business 

I ... via SPOT TV 



He sells better for national advertisers because his sports comments, 
daily scoreboards and interviews are keyed to local tastes. He is confi- 
dante of the coaches, big brother to the Little Leaguers . . . and salesman 
par excellence of everything from breakfast cereals to hard top conver- 
tibles. He s the local i-eason why so many national advertisers call Spot 
TV the basic advertising medium. 
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"Ten years 



of hard labor!" Hard labor to corner the top studios' best feature films. Hard labor 
to create provocative, headline-making local programming. Hard labor to present 
more news more dynamically. Yes, ten years of hard labor have made WJAR-TV 
far-and-away the number one station in lOt^^ Anniversary of CHANNEL lo 
the PROVIDENCE MARKET. Now, on 
its tenth anniversary, WJAR-TV looks for- 
ward happily to serving another sentence. Cock-of-th7-walk in the PROVIDEN'CE MARKET 
NBC • ABC • Represented by Edward Petry & Co., Inc 



)th Anniversary ot CHAINlNbL 1( 

#WJAR-TV 





'^wiiNG AT You-THE CALIFORNIANS, first-run-off-the-network! 



J 

fi-ci>h, rirst-nin-ofT-the-network comrdij material foi" local dny- 
time sti-ippinp has virtually disapi^eai ed. And ne w the nctwoi k.^ 
are tiii-ninc: to first-run material for their own daytime stri]i 
reruns, limitinj^ the supply even further. Whei'e do you go fi o':; 
hoi-e? Western, youn^j man I 

Serve Tin-: calikok.nia.vs at lunchtinie. next to afti pi'..ri 
feature films, as a pre-evenint;: lineup audience buildei-. Kur i; 
weekly, acro.ss-the-board, or strijiped with CXT's other Westt rn 
variations: KKo.VTiKK: hoi'.alo.ng ( A?sinv : si r.vK i«iN. van. wr -t- 

EH.V .M.VItSllAl.: l!(H»TS.A.\r)SA|i|>I.K.'^-THKSTliK^ dhTHl HfTH< U- 

AI.KY, and l-NK).\ P.u iFir Go ( vi.ikoK.via.vs anywhere fi-om hi.ch 
noon to sunset, and whip the v^njlif lit.s out of your compctitioi. 1 
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DIGEST OF ARTICLES 

Co-op: air media's big enigma 

2T ("i>-op ad fiinilf total sonie S2 billion a year of y\h\ch air media gets 
ahout 5 100 inilliiin. It should be mu.li more. Fir>l of two part. 

Can they upset the champ? 

30 Colgate. Le;er and I'&C are the piant* nou tarklinp l.e>toir>- doini- 
name in all•IJnrpo^e liquid rleaner field. 'I'beir weapon: tv spot, net 

This fall on net tv 

32 \ eomparisou of the t\' network-' nighttime -rhednle-. for next reason. 
Hand; {.'uidc for biiyei* list- ^pot adjacencies, probable audience \'iewin? 

Why 2,000 Teenagers are smiling in Dixie 

34. They're members of 100 Little Leajtur teams ,;,j;iipped I)y radio -tation 
\\I)1 \. .-)O,000-watt \lempbi- outlet beamed to all-Negro audience 

Shulton's five-way radio attack 

35 This toiletrie- firm u-i-s elaborate spot pattern. beli(;ves that the be-t 



Tv in Thailand 



)ldd s, 



Mu to be goal of Thai tv. 
program costs mere S300 



W ith an aierage nudiouce of 12.>.0ll0 half h 
'Me-tooism' hurts tv sales, says Schwerin 

ism in t\ eoiumereial- in thi- era when originality i- needed for sales 



Anatomy of a tv contest 

40 Konzoni use.1 a eonte-t to lauueb theii n 
probb-ms: trade promoliou. legal hurdles. 
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You could hear cvcrv sound in llic opernling room : The surgeon's calm com- 
mands, llie click of insiriinienls. llie hum of ihe licari-kmg inachinc as ii assumed 
ihe life functions of ihe lue year old palicni. 

One of today's medical miracles, open-hcari surgery, came ali\e. "A New Life 
for Larry" exemplifies ihe "impact programming" of "The Voice of Si. Louis" 
...a \oice now speaking lo ihe largesl audience e\er reporled by i'ulsc for n 
Si. Louis radio slaiion.* Listeners and adveruVers who expecl full measure from 
radio, choose KMOX in Si. Louis. 

*Annual Cumulative Pulse Study of Metropolitan St. Louis. December, \^)>4 January, l'*5'J. 




KMOX Rodio outweighs 
all other St. Louis medio 
in community impact! 



KMOX RADIO 

50.000 WATTS, REPRESENTED BY CBS RADIO SPOT SALES 



CBS 
IN 

ST. LOUIS 





"Hcar,yc . . .hear, ye!". . . Familiar 
words in the days u heii the Town 
Crier served the broadcasting needs 
of the people. Today, in great meas- 
ure, this function is being performed 
by the Storer Broadcasting Com- 
pany. It is done in the spirit of 
responsible (and responsive I service. 



Hea.Tikyeix!..tbLe tiown. orier 



This responsible .'icrvice—with the 
loyalty it has gained— is person- 
ificd in the modern-day "deejay.'" 
He is a part of the vigor of his com- 
munity, sensitive to his audience. 
With music as his bell, he not only 
is heard, but listened to . . . Pro- 
ductive results of his salesmanship 
on Storer stations prove it. 



97.2% 

OF VIEWERS IN 

Albany, Ga. 

ARE TUNED TO 

WALB-TV* 



('special ARB) 




WALB-TV's NEW 

1000 FOOT 
TOWER 

ALMOST DOUBLES THE 
EFFECTIVE WALB-TV 
MARKET IN 
SOUTH GEORGIA AND 
NORTHWEST FLORIDA! 

• GRADE B POPULATION 
NOW IS; 

730,600 

• GRADE B TV HOMES 
NOW ARE: 

126,200 

WfiJC for 

new Coverage Map! 

WALB-TV 

ALBANY, GA. — CH. 10 

US (3 (§) 

Rjymond E. Cirow, Ccnof.il M.in.ipcr 
Rcprcscnlcd N.ilion.illy by 
Vfn.ird Rinloul 0 McConncll. Inc. 



NEWSMAKER 
of the week 



Yf'.v/ K'f'fA- till} (ii;eiic!<'s six'riiili'zhiii hi iliffrrriil iiiriHii uill 
iiieri:<> rcsoiirrvs and personnel nlirn Cohen &: Aleslilre, the 
eleflrimlr media eA/tcrls, iind Doivd. lied field «t Jolinslune, 
Yf'ic York, lonil-liine print ad pros, become Cohen. Doiid & 
ileslilrc. Inc.. on I July. The mertier represents a iieneral 
trend to hi'^ness and a need for diversified agency service. 

The newsmaker: ll;iri_\ B. Colicn. Sr.. after AO year.- of 
a(l\ ci lising cxiHTiciicc, lannrluN a new culcrpri^c ii> rluiirinan of llie 
l.oard of C.ihon. l),m.l .V \lc.sliin-. \nc. Join. C. Dow.l uill >.-nc as 
\i<v cliainnan, an<l Ivlxvaid \l<-liin> a> i>n>si<l.Mil of tlic new cor- 
poialio,,. Tli.'ir i;oal: "To ))n.a(k-n llu- a-ciic\ l.a.-i- an<l lo aixe 
^..•al.M <l<-plh ill s.Tvice lo all a<-<-ount>;' >a} ^ Mr. Cohen. 

The nc\\ a-reiicy >tarl> \\illi .-oinc 81.> million in hilling, imirh of 
«lii<li is .'xp.-dctl lo he in >poi l.ii>in.>.< from C^v \. hu>inc>. lia. 
ahead) conic from Scaprani, and '"olhcr acroiinl? arc in llic offing." 
>n\> Mr, Colicn, 

lli> major air a.r<.unl> have 
hcen (;ro\e Lai..-;. I l-W ay. KiK-h l. 
I'l.avmacraflV Ting, Ircnchclf 
<ahi<l .hc>>iiig, (1iallano<.ga Mc.li- 
ei.ie. llarvai.l llamploii l.<M-r. 
Dox^.l 1. rings lo lli<- union l.road- 
easi hilling for Lam in pcrfiiinc- 
arnl (',.,11 h.-x <Mag<-. 

The two lo|. .•\.-(iili\c olVhcrs 
will i.,iii|.lemenl each other in 
fMnclion and in interests, Mr. 
C.dicn ha- wo.k.'.l in eopv. m<-.iia //„„, II. ( ol,.;,. V. 

and .•.mlarl starling uilli Lord \ 

Tho.nas an.l 1 L W , Kaslor in l^hi. ag.. 10 ><-ars ago, Lal.M', a> chair- 
man ..f the ].lans h..ar<l of D-l' -S, h. gain.-d .Irng an.l phar.na.-.nilical 
.■xpcriciice. ..nc of his main pr..(lnet group strengths. 

M.-, l)..u.l. uh., uill .lixide his work hctxvcen n..s|..n and \.-u York 
rn pcis.>nal accmnt cmta. I. is h..lh an advcrlising and n.crchandis- 
ing -p.-cialisi, ll.'"s als.. .-xp.-ricn.-ed in lah..r an.l pnhlic relalions 
an.l g..x.-r>.mcnlal assignm.-iits. 

Mr. C.h.-n .-a>s h.- and \h. l)o^^.l plan I.. r.-l.-.ii. ih.- p.-.-scnl .^v 
.-.nitixc l.roa.l.-asi hi.-rar.lu al (\^ \. li.-a.l.Ml h\ l!.-lh l?la.k. Tli.-y 
aniicipal.- thai !!()', ..f the New ^ ..rk p.-is..mu-l u..rking f..v l)..w.l. 
l!.-dficl.l \ .l.diiist...... uill l..> incorp..ial.>.l int.. Hi.- neu agency 

-.tin. Inn- l...-al.-.l in \"s p.es.-nl olli.vs. ^ 




Gets to Detroit's big mobile audience 
with vital traffic bulletins! 



Combining public service with direct selling to a 
hishly receptive market, the dramatic ' Tratnc-Copter" 
i.s aiiotlier reason why WJBK is Michigan's most result- 
producing independent radio station. During Detroit's 
peak automobile movement the "Tranic-Copter" spots 
accidents and congestion, checks traffic How, and relays 
the information immediately to a vast automobile 
audience. It covers all the main arteries and advises 
of best routes. It performs a genuine service. WJBK 
presents your message to an appreciative and responsive 
audience out-of-home and in home! . . . Storer Radio 
sells with the impact of integrity. 



••l";nii(.iis on tlu> local >ccii, 

WJBK 

THE MODERN SOUND OF RADIO IN 

DETROIT 



WJBK WIBG WWVA WGBS WSPD WJW 

Detroit I'h.lad.-lphia Wlu-olmg M.an>i Toledo Clcx.hnd 
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W6>e OX) F/P5T a(aa/n! 

Actually, WBT doesn't get many singles. Most of our hits 
are home runs. 

Like during the Morch 1959 orco Pulse. We scored 214 firsts 
to our opponents' 2. There were 60 opponents, too! 

Obviously, this is o pretty fost leogue. Our line-up of sluggers 
<Pot Lee, Grady Cole, Clyde McLean, Alan Newcomb and 
22 others) always comes through to keep us on top. 

Pitch in with the WBT teom. Let our "murderer's row" of 
personalities, programming and power put your product in 
contention for the pennant in the nation's 24th largest radio 
market. Coll CBS Rodio Spot Soles for aur box score. 

WBT CHaPLoTTe 

REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES 
JEFFERSON STANDARD BROADCASTING COMPANY 
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by John E. McMiUin 



of Mississippi 
Retail Saks... 
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Do broadcasters like women? 



HOLLINGBERY 
' Nation's business gains leader 



\ .ouplc .,f \v.-.-ks a,ao in S.iilhfu-l.l. Midi.. 
I I niil.s from (1..\miI.i\mi Dcliuil. Lc.naid Gold- 
niM.n, |.,e>i.lcnl ..f \i,i,-iican F.i .,adca-tin-- 
raiaiiK.unt 'Jliualio. made an cMiaonliiiarilN 
prt)\()('ali\(' .~|)('(m1i. 

Tl„- ....a.i.,,, ua> tl.,> o|.cnin,ir of l!.„ad,.a>l 
lioMM'. ivu >1 million lionu- of W W A and 
\\\\/.-\\. and C.ld.nM.n ua> ddiv.Tinjr lli.^ 

usual Injili lc\ol appraisal of l\'> |)latinnni pre-cnl and diamond- 
sliiddcd fnluro. P.iil uilli a -ii;nifi( aiil difTi vcncc. 

lie (lid nol ,ai\c llio.-c lnl)-thumpinj; plaliluilo alxuil "pul)lic 
sci\i(c." and "social r<'spon»il)ilii\ .'" and "lotulily of |irogramin<;" 
uliidi uc lia\r come lo cxpiM t from network ..ralors. 

Inslcad lie said ipiilc Idunllx and frankh. "We aim lo |)ros;ram 
MU: foi ||,(- xoim.i; houscu ifc. '' \nd llicn proceeded lo i-Nplain liou 
llie MiC sclic.iule of Dirk CUu k. Maierich. 77 Sunset and oilier 

fealure. is l.einji Imilt f(M- the 1 Jl-lo-.Tvx ear-old female audience 
uld. li acconnls for llic l)iilk of ne^^ product l)n\inu. 

I \va^ -larllcd h) Ills >| li for scNcral r.-asons. Fir.-l liecause an 

open pnhlic admission of .-iieli a piaclical. Iiard-luadcd. markclini; 
approach lo 1\ jjroaramini; is all loo rare in onr Inisine-s. 

Second, because llie idea of rmiiiiiiii an enliie network for \oun;; 
housewives has ^la.u.avriiiii social iinpliealions. ( ('un'l \ on lii'ar the 
egoheads .-neamin,". "Miisl we dcsecii.l lo the \cm-\ (,f a 2.>><-ar-(dd 
molliery'l 

l!nl ehieilx I uas slartlcd I.eeaii.-e ih,- C.ddeuson phil.,sopli\ place- 

I'ranklx. Mi. C... I doiil.i if tli 'x re 'c(inal lo 'il. In m\ cNpeiience 
at least, most l.road.-aslers aiv scared dllx \n programs which ieall> 
appeal lo women. Tlie\ d ralhei he canglil dead than anule llieir 
seli<',hiles lo the whims and fancies of posl-adole-. cul liomcmakers. 

In fa. I. I\e often u oud.Me.l. -Do network aii.l station men icalK 
like women am wax Do lliex icalK like houscw ix e.?" 

Males sissies in a moiuuu-^ movUI 
If llic-e remarks scem sciuriloii- ami liheloii-. Id me hasten lo 

• Aplain the decp-roolcd hasi.s of m\ skepliclsiii. 

Tweiitx \(ars ago tiien- dexcloped in the radio iiidiislrx. the most 

cxtiaoi.linaix art fonn ll u-e the phrase .lelii.eratelx i e\cr dcx iscd 

lo reach and I h the mas-, of womankind. 

liadio's daxtime serials, at their peak, had a greater hold (m a 

l.efoic o'r si'n.-c. ^ ct these same programs, for ail their astronomic 

In those .laxs'l was producing foi IWC such sh,,us as )lur^ \lar- 
In,. Thr Cohlher^s. Lijc ( ,ir, li,- llrmitihil. I ir ,in,l >«./<•. Rou>l of 




Sl'O.^^OK • 20 jink 1959 



11 



FAMOUS 
BRANPS 

ctjTexas 




ANOTHER BRAND 
BECOMING FAMOUS 
IN THE TEXAS 
PANHANDLE . . . 




Commercial commentary coniinued 



IJje. Aiiuinst tlw Storm, and ii wii;; a dceiily liaumalic ('xpcrioiicc. 

Kx(C|)t in Ihc Iieallln muluesl air of CliicajK.. I ne\ cr Iieard a kind 
iir un(l('r>.landinjr uoi'd aboiil -crials fidni any hi<:->liiil nelwnrk or 
.-talioii ex.rulixc. Oil. .-.ure, tlic> l..\cd llio raliii<;s and dougli Kliicli 
llie sniid> hrouglit in. I. ill liic) iiuaiiiin.m.-iy d.-piscd ilie i)n)granis. 

\.) .Minpalli) for M>rial> (m cr Mivred in the |)iii>hicr oil"r( ('s of 30 
liock and IJ'o Madixm. No iiigii-raled serial ex er rame out of Holly- 
wood. Ilial proud enlerlainmcnl (('nlcr {One Plan's Family l)egan in 
San I'ranci.-co). \.) l.ijz talent liou,.^e like MCA or William .^Iorri.> 
('\cr sliowcd Ihe sli{;hlest under.standin<r of da\liine serial problem'. 

Only a liaiidfnl of heroes- -men like Frank Hiininiert of BSi.H and 
l!ill Hamsey of I'&G ulio leally respecled serials- lield the fori 
apainsl llie industry critics. 

\( tnal]y, of course, the da\tiiiic serials made wliimperinji emotion- 
al sissies onl of most radio and adxerlisin- men. 

Confronted hy tlie pure |)oelr\ of an ./t.'o/Vf.s/ llie Slorm. llie au- 
ihenlic romance of a Mary Marlin, or ihe weifihiy moralily of a 
Guitlirif; Liiflil, llie\ became nervous, embarrassed and flnslered. 

The) slavled talking; longli. oiil of ihe corners of iheir mouths like 
truculent 10 ) car-old lio\s. ahoul "cliff-lianfiers. xvaslihoard weepers, 
and soap operas." And \\hene\'er lliey could toinahawk a hijjli raled 
.serial, and re])lace it wilh some cornhall d.j.. some broken-down 
\'aude\ille ael. some faded mo\ ie (pieeii plucked from a Las Veca? 
]ionk\tonk. tliey did so wilh little plad x.dps of masculine relief. 

Vcs. Ittil mil \(>ii do it? 

\ll this, of course, uas a lonjr. loiifr time ago. and nia\bc. jun 
n.a)l.e. things have changed loda\. 

I!ul am I unfair in lliiuking, Mr. Coldcuson. lhat you can still 
hear echoes of lliis boyish truculcnce against aiitbenlic housewife 
fare in e\ cry radio and l\ neluoik including e\en \HC? 

IMea,se don'l gel me xvrong. I ihiuk )..ur idea of jirograming for 
Ihe )onnger married woman' makes excellent business scusc. 

No one can douhl lhal in llie nexl 10 ^elrs she'll be llie key figure 
in the purchase of foods. anl.)m.d)ilc.s. homes and luxuries. 

lint I do won.lcr whelher ) on aren'l placing bcf.ire \our associau- 
a plan which. In lasle and training, ihc) '11 find diflieull lo fulfill. 

da) lime s(-rials of 20 > ears ago. Ma I'rrLuis and Life Can Be Beaiili- 
fill were imied to 1 ihc) do nol speak aullienlicalh loda). 

I know, houcxcr, thai llie best of llie serials had ccrlaiii lested eh- 
nicnls of women'- appeal. 1.... often scorned by modern male pro- 



1 pi; 



• ll.n 



die 



\mong lbe,se were llie sloi) lorm (popular 
lilblical parables), tlic (harm of a continuiiig cast of familiar char- 
aelcrs. llie exploration of genuine cmolioiial and romantic problems, 
and inosl importanl, a group of gifled dedicaled wiileis. 

Ceilru(b- I'.cig, Sandra Michael. Paul KInmer. Jane Ciusinbcrry. 
Carl Uixb). Inia rirdlii)s. Klainc Carringl.m ihe-e bnuighl lo ihe 
serials a degree of licarl and litcrar) exccllciu r. undreamed of In 
non lisleuiug cities. 

Perhaps 1\. in ils ouii good time, can (le\(dop writers who iinder- 
stand honscuixes as well as ih,.se radio people did. Perhaps .\I!C 
can do it. I!nl frankh. the wax things are going, I've gol iin 
huiiers crossed. # 
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AAAKING A MARK IN THE &AY AREA 
WITH THE BIG, NEW 

BIG BAY RADIO SOUND 



' CHAN NEL 



191 



Now oxcitenienl, new fun on Channel 91 are swinging folks on all sides of San Francisco 
Bay to BIG BAY RADIO ... the big, new "kissin' cousin" of Channel 08 in Los Angeles. 
The same concept of contemporary i)rograniming, brisk pace and 'round the clock fun 
that resulted in Rocketing Ratings in Los Angeles is now pulling in Ba\- Area listeners. 
Get aboard NOW. . . and sell the important Big P>ay Area with audience-grabbing 
BIG BAY RADIO. 



luilding • 2150 Franklin • Oakland 12, Callforn 
.raak 7-2891 • TEmplebor 6 0910 
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THK KATZ AGENCY. INC. 



A Seri ice of Croicell-Collier 
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THE PGW COLONEL SAYS: 

''Here at PGW we 

operate on the theory 

that our Colonels work 
about five times as hard 
as the next fellow 

That's why we award a gold watch to every 
PGW employee after five years with us, instead 
of waiting for the customary 25 years of service. 

We are happy to say that 59 Colonels and Colonel- 
ettes at PGW have already been presented with 
their five-\'eai- watch . . . we'i-e happy because we 
like people who like hard work. Don't you? 

P JETERS, 
G RIFFIN, 
W OODWARB, jiN^o. 

Pioneer Station Representatives Since 1932 

NEW YORK CHICAGO DETROIT HOLLYWOOD 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 






AMERICA'S iblh TV MARKET 




WGAL-TV 

STEINMAN STATION • Clair McCollough, Pres. 




LANCASTER, PA. 

Channel 8 • NBC and CBS 

Reprcscnlalive: The MEEKER Company, Inc. 
New York • Chicago • Los Angeles • San Francisco 
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MosC significant tv and radio 

netvs of the u erk with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



20 JUNE 1959 There's quite a lot of soiil-searcliing goiiifi on in those rnne-sellinn; precincts 

cwyriiht ig39 whero summer business failed to eome up to Inst fall's predictions. 

As a case in point, the head of a network last week took his sales orjianization 
iBLicATioNS INC. over the coals. He wanted to know what the sales promoter? had done to excite advertis- 

ers about the uses of summer air media, and whcdier the sales staff had made up lists of 
summertime prospects and really gone after them. 

Philosophized this ofTicial later: "The trouble with today's jjeneration of salesmen, 
generally speaking, is that they've never had to grub for business." 

S. C. Johnson so far has been effective in keeping hiislidmsh from competitors 
its testing of Bravo, latest contender against Lestoil. 

Trial markets, with tv as a prime medium, are Syracuse and Pittsburgh. 
Bravo's the only all-purpose detergent packaged in a plastic bottle. 
(See page 30 for article, Can They Upset the Champ?) 

The prospects of national spot tv for the fall started to take shape this week, 
with three users of goodly-sized market lists putting out calls for availabilities — Analiist 
(Bates); Coeo PiifTs (DFS) ; and Rinso (DFS). 

Spot tv buying activity on fronts other than New York the past week included: 

CfflCAGO: General Food's Kool Aid (FCR). 10 weeks, In 72 markets; S. C. Johnson's 
Raid (FCB), addition of some southern markets for eight weeks; Quaker Oats (JWT), re- 
activation of such test markets as Albany and Omaha for Life cereal. 

MINNEAPOLIS: Chung King, a four-week test in 20 top markets; Nutrena Dog 
Food (Bruce Brewer), nighttime half-hour shows on an alternate week basis in nine mid\v-est 
markets, starting late summer. 

Chicago reps think these good possibilities for the fall: Hamilton Beach's Hatbox 
Vacuum Cleaners and Bissel, both out of Clinton E. Frank. 

Radio spot note: Kool Aid also is going into 50 radio markets for 10 weeks and 
Instant Simoniz (Chicago Y&R) is running three-week schedules in 16 top markets. 

In a letter addressed to all Chicago rejjs last week. Burnett's buyer Tom Wright 
took to task bodi stations and reps for: 

1) Failing to report promptly program and preempted si)ot changes, thereby 
ereating a problem of setting up comparable make-goods. 

2) Failing to notify reps of schedule changes and leaving it to the agency to learn 
about such changes from their monthly bills. 

Wright had this gripe about reps directly: They allegedly tend to single out the 
top markets in furnishing an agency with ujxlated data and aren't quite ?o solieitous 
when it comes to the smaller markets on their list. 

In defense of themselves, reps have this to say: The fault actually lies with the indi- 
vidual stations because a) some of them haven't geared their traffic departments to 
the increased volume of business, and b) how ean a rep produre updated data if the 
station in the smaller market doesn't cooperate? 

Meantime, the reps are passing on the "message"' to their stations. 
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SPONSOR-SCOPE continued 



Apparently there's been a misinterpretation of the new ground rules Conipton 
recently put into effect in the handling of availabilities. 

Under the new system the agency will mail requests for availabilities. But reps, as 
usual, will be free to submit tlieir availabilities in person. 

Compton is anxious that its procedures are clear, because it's solicitous about its 
good relations with the rep field. 

In pitching for a small soap account last week, NBC TV pulled together the percent- 
ages that soap makers spent in tv out of their total ad budgets in 1958. 

The tv shares by account: P&G, 86%; Lever, 83%; Colgate, 72%; Babbitt, 82%; 
Lestoil, 99.7%; Armour, 44%; Purex, 35%. 

Norelco has been looking into the matter of sharing in a tv special prior to the Christ- 
mas-buying season, but there's a good chance that the account may go entirely into tv spot 
during the 1959-60 season. 

The shaver spent the lion's share of its budget the past season with the Steve Allen 
and Jack Paar programs. 

Look for the instants to keep popping up in various food fields, providing add- 
ed manna for air media during the coming season. 

The psychological block that appears to be licked by now: The housewife no 
longer feels guilty about resorting to instants or quick mixes, so they can be plugged 
safely as labor savers. 

While DPS awaits tv station reaction to its feeler about 90-second spots in be- 
half of Dreft, SPONSOR-SCOPE this week checked a cross-section of reps on what rates 
they were recommending. 

The consensus for this iinortliodox unit: the 5-minute rate. 

One rep had another suggestion, which he admitted might prove too complicated: a 
half of the difference betMcen the one-mimitc and five-minnte rates which would be 
added to the one-minute rate. 



Another research gimmick that seems to have run its course in tv: Strapping a 
psycho-galvanometer to the arm of a viewer to determine his emotional reactions to vari- 
ous program types. 

Meantime believers in this blood-pressure charting device (akin to the lie detector) 
have advanced this curious theory: Because of the greater tension created by west- 
erns, communication of the ad message is harder than in other types of programing. So 
westerns have to get ratings that are, say, 25% higher than other program types just 
to come out even for the sponsor. 

BBDO's change of policy in media buyer recruitment could be the forerunner 
of a different approach among the more aggressive agencies toward media personnel 
appraisal. 

Although some media directors characterize BBDO's hiring of experienced mediamen 
from the outside (instead of depending on the development of trainees) as a form of "can- 
nibalisui" and shortsighted, other media directors think the policy is a step in the right 
direction. 

Says one adherent: "Pd rather have five jieople well schooh-d in the fundamen- 
tals of the business at SI 5.000 each than 10 so-so people at S7.500 each. All you 
have to do with the top-notchers is back them uj) with a good research department.*' 



SPONSOR • 20 JUNE 1959 




SPONSOR-SCOPE continued 



ARC TV is ofTrring its iniinitr pnrticipnlioiis in ni<;littiinc prof^raiiis for the fall 
iiiuler a now salcf* tag: the Miinilr Man IMan. 

Tlie shows where an alternate 20-niinulr Hcgnirnt can he houghl, with a cross-phig 
the other week : The Alaskans, Advrntnrcs in I'aradiso, Bonrhon Street Iteat, Bron- 
co, Sngarfoot, inul the Untouchables. 



For an interesting paradox in trends: The nnmher of nighttime honrdength 
shows keeps going up on the tv networks, but the average audience for that segment 
of programing seems to be moving the other way. 

According to SPONSOR-SCOPE's count, this fall will see 33 regularly-scheduled one-hour 
shows and 72 half-hour contenders, with the one-hour group consuming 4^% of the 
total time. Last fall, the tally was 23 one-hour programs and 83 half-hour shows, with the 
hour-long group holding a ratio of 35%. 

Meantime, according to the NTI for March of each of the years, the average audi- 
ence for all hour shows vs. all half-hour shows turned out this way: 

LENGTH NO. SIIO^VS AVG. AfDIE.NCE 

19.i9 1958 1959 1958 

Hour 28 24 21.5 24.0 

Half-hour 87 100 21.4 21.4 

Sylvester L. (Pat) Weaver, Jr., is starting on the international tv trail. Me- 
Cann-Erickson has named him chairman of its intemational corporation (he has 
been consultant to the agency for some time). Arniantlo M. Sarniento, heretofore senior 
v.p. for Latin American offices, meantime is upped to president of the international organi- 
zation. 

Says McC-E's boss Marion Harper, Jr.: "Weaver is singularly well equipped to con- 
tribute to the further rapid development of tv in markets abroad."' 

It probably won't be long before eaeh of the American tv networks will have 
station investments in Japan and other parts of the Far East. 

ABC's OUie Treyz and NBC's Bob Kintner st)on will be headetl in that direction. 
Each refers to the jaunt as a "vacation." CBS. Inc.'s Frank Stanton recenth- returned 
from a Far East investment visit, but he declines comment on what it will eventually 
amount to. 

Incidentally, AB-PT's Leonard Goldenst)n is scheduled to join Treyz and with him 
make a swing of the South Pacific. 

Even with random increases for time and escalator hikes for programing, the top 10 
Nielsens this year showed about the same cost elliciency as a year ago. 

Based on the Mareb-April NTI, the cost-per-lOOO-liomes-per-comniercial-ininule for the 
first 10 tv nighttiniers came to: 



PROGRAM 


TIME & TALENT COSTS 


CPMHPCM 


Wagon Train 


S 88,000 


S1.65 


Maverick 


136,300 


1.73 


Lawrence Welk (Dodge) 


98,000 


1.83 


Rifleman 


78,800 


1.86 


Gunsmoke 


94,900 


1.90 


Real McCoys 


74,800 


1.99 


77 Sunset Strip 


128,000 


2.01 


Price Is Right 


76,000 


2.17 


I've Got a Secret 


82,800 


2.18 


Have Gun, Will Travel 


93,000 


2.19 
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SPONSOR-SCOPE continued 



For llic first time Madison Aveinif finds itself tangled in a broadcast industry 
investigation by a government agency. 

Five agencies— JWT, Y&R, BBDO, MeCaun-Eriekson, and Bates— have been sum- 
moned to answer questions at hearings on network tv programing which an FCC spe- 
cial examiner starts 6 July. It's not certain whether they will be quizzed in New York or 
Washington. 

The average station lineup for sponsored network tv will reach a new peak this 
fall, as things are shaping up. 

SPOj\SOR-SCOPE this week checked with the networks on how advertisers were order- 
ing their lineups, and the average number of stations hy network turned out thus: 
CBS TV, 160; NBC TV, 170; ABC TV, 130. 

Noted an agency media analyst : You recommend big lineups — regardless of the cover- 
age duplication factor — because you know that the more stations, the higher the ratings 
and the lower the cost-per-thousand. 

In line with Life Magazine's new slogan, Bigness Is a Fact of Life, these two compari- 
sons of Life's total billings ($122 million in 1958) with two sidelights of tv are note- 
worthy : 

1) Expenditures for network specials alone — between SC0-S70 milHon — will add 
up to better than half of Life's ad take. 

2) J. Walter Thompson's billings in tv only v\ill exeeed Life's ad billings by 

between SI 5-20 million. 

Here's an interesting follow-up to a recent SPONSOR-SCOPE item on how local and 
regional advertisers are latehing on more and more to loeally produced public aers- 
iee and documentary programs. 

The degree of national advertisers' maturity in that direction may be measured by the 
fact that since the first of the year NBC TV alone h:is had nine of its one-shot special 
|iuhlie events sponsored. 

Here's the roster: Tournament of Roses Parade, Minute Maid; Year of Crisis, Lever- 
Kellogg; Face of the Revolution (Cuba), Mutual of Omaha; Hawaii-Pacific Miracle, 
Unitc<l Airlines; World Conference of Flight, General Motors; Space-Man's Future, Ans- 
c<(; World Ahead, Warner-Lambert; Why Berlin?, Bell & Howell; St. Lawrence Seaway, 
American Safety Razor. 

Tv can in a large measure be credited with the burgeoning trend among major 
advt-rtisers toward treating their annual budgets as long-term investments, instead 
of merely a current operating expense. 

Tliis concept of investment spending may be contrary to previously-conceived principles of 
capital investment, but all this is eah-nlatetl on the premise that the payoff will come in 
later years as well as the immediate calendar year. 

No tax benefit will aecrne from this longterni apjiroacli to advertising; indeed it may 
even have the effect of reducing the current year's profits. However, by earmarking ad money 
for future sales and profits, the advertiser will be zeroing in on a consistent scries of f 
targets. ( 

Tv's influence: Because of the tremendous imjiaet and cost of the medium, industry ' 
iliants have come to regard it as not only an inslrunient of loiigterin sales building but 
as a plan for selling themselves as an integral part of the American economy and 



For other news coverage in this issue, see Newsmaker of the Week, page 6; 
Spot Buys, page 44; News and Idea Wrap-Up, iiage 64; Washington Week, page 59; SPONSOR 
Hears, page 62; Tv and Radio Newsmakers, page 72; and Filni-Seojie, page 60. 
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AGAIN 



i 



head and shoulders 
above them all 



Highest rated network show 

(Gunsmoke) 417 

Highest rated syndicated show 

(Whirlybirds) 33.1 

Highest rated news (10:00 PM) 24.6 
Highest rated local remote 

(Panorama) 23.3 

Highest rated weather (10:10 PM) 21.7 

Highest rated sports (10:20 PM) . 13.8 
Highest rated lacal children's show 

(Fred and Fae 7:30 AM) .... 11.9 
Highest rated local daytime news 

(5:00 PM) 9.6 

Highest rated daytime network news 7.3 

KLZ-TV has 49 out of the top 100 shows 

(24 network, 25 local) 

Station B has 30 out af the top 100 shows 

(25 network, 5 local) 

Station C has 20 out of the top 1 00 shows 

(20 netwark, 1 lacal) 

audience Sign-on to Sign-off, 
'He week and the four week. 



T E L E V I S I O 



5 



KLZ'tV fees the hishest share o(- 
seven days a week, in both fhe 

CBS in DENVER 




DOUBLE 
IMPACT 




mm 

STEREO 



KBIG adult listeners are hear- 
ing double! KBIQ FM adds a 
new dimension to KBIG radio 
entertainment .. .and advertis- 
ing effectiveness. "The Sound 
of Stereo" reaches over one 
million AM-FM Stereo homes in 
234 Southern California mar- 
kets. It's the most powerful 
combination of AM and FM at 
the lowest rate. Half and quar 
ter hour segments of this excit 
■ng daily 1:30 P.M. show are 
available at time rates only. 



1 



IV 



JOHN POOLE BROADCASTING CO.. INC. 
6540 Sunsel Blvd.. Los Angeles 28. Calif. 
Hollywood 3 3205 
National Representative- WEED & Co 



?40 kc 10.000 wan 



il( l|.liin >\n>i .S;,|,.^. l„.l«.-("ii i.>. lu.M- 
iMii.l.- .^7.00 „f l.illi,,^ <rv.,« «luMv 
SI. 00 sl..o,l l..-fmc. 

On ;i lor;il l.-M-l hi.lli WTTM ;i.i(l 
WOM) li.iM- coin.' lo iimuliiT 



ii.l \.i 



Icailiiif; liiil('|)cii(lciii (IvociMs. niiioii^ 
llicir sli'a(l\. t oulimiiu;; -1)()iimii». On 
a nalional ami i,-i.,nal I^m-I uc Iwn.- 
inr,.-aM-.l va.ih l.olli ili.- luinil.fv ..f 



Iciijitli of llicir (■aiM|)ai,;:n-. 

W O.M) aiul W T TM oil 1 ma^: 
incicluiiKlisiiii.'- llinniiih the rclailt- 



app 



11(1 ; 



help the retailer nnnr uier.han.rwe. 

The fn... j..l. that Pliila.lelphla 
nn.a.l,a>ter> lune l.ren perfornunj. 
...1 Ihi- U^^,^\ ha- l.een of i;reat a-- 
Mslaure to iiv If more fine hroa.l- 
ca.ler> uould reail ^om splendid arti- 
el.- earefiilK. ami reeomii/e thai llie 
■•eratlle-to-ravc" nier. han.liMn::-er\ - 
ice «liich i- olTere.l \n ne«-pape.- 
makes tough <'ompetition indeeil 
ei)m|)etiti(in which caii he met inih 
at il^o^i. le^ell.^ Ion.::, lal.ovion^ anil 
>oinelimes h e a r t h r e a k i n p eilort — 
hroailea>tcr> a> n whole reap 
the reward of far "ireatcr re^'ard a- a 
prime m(,^er for erocerv -.-ton' ilem^. 

\> iiMKil in >onr stu.lies of \ariou> 
industries in relation to the l.nsine>s 
of hroadea.stinjr. \ou are to he com- 
iiKMided for a .-earchiiii: and re\ela- 



expo 



.Mori 
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I'liiladclpliia Spol :>(il,-s 
A plug for spot 

Many thank> for the opportunilv to 
e\])re<^ our firm's iileas on ])roinot- 
m<i Radio in \oiir June (>lh 

• Sponsor \sks- ,-olumn. In the 1..- 
lief that Sponsou i^ oni- of the m<)>l 
wiileK-read of tra.h- pul.lication^. I 
would like to call \ oiir attention to 
the fait that we feel s|)ot i> the only 
mctliod of ca]iitali/in<: on radio'> full 
el^eeti^eues- todav. and not a> stated 
in n^^ Uein of la-t week - onlv one 
wax." Our hook. -Spot IJadio •>). \ 
r.O-.Market Appraisal" soon to he re- 
lea>etl. (hiciimiMits this jxiint. 

I- rank (;. IJoehm 

(•.;>. iQ- dir. oj res. X- prom. 
\iiam )ourtui 

\e,v ]or/, 



WCTV Solves 
Another Problem 

/or «(( inrniiiil fxcciitlir 




Hie coni|)etiti()ii copied hi- 
e\er) move, rode lii> (oattail? 
into e\crv market. 




honau/a market- mii h a- that 
serve.1 l.y W( T\ , Mig-ie-ted 
lilair TV \-M)( iate>. 




lal moved fa-t. a..t choice lim, . 
iiid locked those = \ out: 



lie- les> teu>e. puti- holler 



WCTV 



r:ill..lia-M-i- 
Tlu.riia-xille 



for .Norlli Kla. and >oiilli ( 
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THREE POINTS OF VIEW 
ONE CONCLUSION: 
KFWB IS NUMBER 

IN LOS ANGELES 



1 



Pulse View: KFWB is Number One in Cos Angeles — daytime or nighttime 
Nielsen View: KFWB is first station in total audience in the Los Angeles Area 
Hooper View: KFWB has the largest audience of any radio station in the U.S. 



ROBERT M. PURCELL, Cka^njrxeiC 
President and Gen. Manager 

JAMES F. SIMONS 

General Sales Manager 
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Represented nationally by 
JOHN BLAIR & CO. 



6419 HOLLYWOOD BOULEVARD. HOLLYWOOD 28/HOLLYWOOD 3 5151 
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FARM LAD MAKES HAY WHILE SHINES 
... In the Land gf Milk and^oney! 




^SPONSOR 



THE CO-OP ADVERTISING PICTURE AT A GLANCE 

1. Co-op adv-rlisiii-; aiiioiiiils lo alxml S2 hilMoii yc:iil\ (2()'~'r of (•.-.limalfd V. S. 
lolal ad l>iid<:(>l (>r SIO hdlioii) 



CO-OP OTHER NATIONAL AND LOCAL ADVERTISING 

2. or dds S2 hillion. air iiwdia •^cls only ahoiil S KIO iiiiirioii 

AIR OTHER MEDIA OTHER NATIONAL AND LOCAL ADVERTISING 

3. T% fi.-is al.oiil S2()() iiiillio.i; la.lio ^.-!s aiiotli'M- 8200 inillioi 
■J \— 



OTHER NATIONAL AND LOCAL 



W'HA'I" 'I'lIIS MP:AXS is that the lion's shnrc of nhoiit SI. 6 hillimi unrs to other than 
air media — rnostl) neicsiyajyers. In some prodnet lines, neuspapers lict ;;/> to Hrt' , ol 
eo-op money: one authority estimates less than one in five eo-op plans inelude air 



FIRST PART OF A TWO-PART STORY 



CO-OP: AIR MEDIA'S BIG ENIGMA 

TODAY CO-OP ADVERTISING IS AT THE CROSSROADS. CAN 
TV AND RADIO FIGURE BETTER IN THE ROAD THEY TAKE? 

Of tilt- L->tiiiiattHl SIO l)illion total I .S. aiiniial AI)iim-> liaxc \y.-en ^() prcvaloiit that iiuiin iiuimi- 

aclvoiti>in'; hill, ahout S2 hillioii hflitnod io I).- factnicr- ha\i- x iappcd co-dp only to fiiitl. that 

co-o|)ei ativt' iiioiiey ( t'>tiiiiatos vary i'l oiii Sl o hil- fa-l a^ they did. coiiipotitoi^ x't up plan-. >( hi/n- 

lioii to S2.5 hillion). phioiiia \va> no\or >o laiiipaiit. 

'Wt thi.-^ iiiarkotinii plan. \vlii(di pl■odM(•o^ 20' < of sroNSOi! .-et out to find >unv aii>ui>i-. tat klcd 

total advoiti>ing. vcinain> ^M^pet■t a> a hypo noodio e\|)^^t^ in co-op ad\ cl■ti^iu•;. lui> come up with thi- 

at a race track. nii>under?tood as a ])liilaiidcrins; txso-pai t >ci ic>. the luit of xsliich ovci >iniplilicd - 

u>haad. unwanted as a cold. could he: 
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FOUR AUTHORITIES ON CO-OP SPEAK OUT 



LISA GENTRY 



LESTER KRUGMAN 



KEVIN B. SWEENEY 




"THERE is clearly evident 
a re-appralsal of co-op ad- 
vertising by all concerned — 
this Is a change of attitude 
of considerable magnitude. 
It could lead, In time, to 
substantial revision in co- 
operative advertising poli- 

tor of merchandising, Doyle 



"SOMEBODY has got to be 



>out c 

erative advertising, and It 
looks as if this someone 
must be the manufacturer. 
Tv's challenge is to show 
this someone what the medi- 
um has accomplished In 
translating dealer enthusl- 

of Co-op Advertising, TvB 



id take so little interest In 

le of the most potent mar- 
ting tools." — NTA vice 
esldent of advertising; 
rmer ad agency and cll- 
it company ad executive 



"THERE'S I 

billing In air media than 
there is In newspapers. The 
advertiser with a co-op plan 

air media on 'proof of per- 
formance' grounds hasn't a 
leg to stand on. We have 
challenged many to point 
out one real case against 
radio." — President, RAB 



.,:i(ls. It ( 



v.-rliMi.j; at 
I lake tlic lane t 



>; mine llinii a !-al('.-< liixoimt, 
take the lii<;liua\ l«> llic jroal 
ncl. it «n> intnul.-d national 
ifiiigV prcatol ^upplciiiciit. If 



.>I(K) million of 111.- .>2 hill 
l>nii(llc. Thi> i> i\\^u\i■i\ al.( 
U iM-lwcfii IV an.! ra.lio 
alioiil S2m million for ca 
rcnuiinirii; flX, liillioii jr.M- 
media, rliiclh nc« >|uip(M>. 



o-„p a.l 



"I (lonl.l ll.al one in i 
mamifa. lnici>- «illi co-op 
fo. •■illicr U or radio." 



; l.cfoi 



clia 



1(1' prcMilcnl i 
ilL' and pnl.lir rrlation> for Nations 
i'clcfilm \-M,rial.>, His iiitcrot i 
o-op '<paniicd maii\ po^l'^. inrliidiii 



cxcciitiM' \i(e proidciil of the Gcl- 
.-(•lial Co.. markclinji \'.p. for Knicr- 
s..n Hadio (al uhirh time lio .-.-rx.-.l 
.>n AN W ro-op .•.miniitl.Tl, a> well 
a> (wociitixe sloU at Hido\ a W'ah li. 
Dccca l!('cord> and in the do])artin(Mii 
Mor.. field. 

The rieus that air media, iip.m 
«liieh are l.ased >o many national 
eampaipiis. j;elN such short s-lirifl un- 



.^^hueket 



That a national ('ampaif;n'> ])iii 
medium miaht lie iv. foi' examp 
uhile al th(- local IcncI. retailers r 
dixidinj; their co-op dollars helue 
srich mir.dated media as iie\vs])ape 
matchl.ooks. haseluill iinifornis a 
sk\ \\ ritiii" should make the c 



I theii 



'P I""- 



Co-op adxerlisiiii; had its l)c<;in- 
niiiiis before the turn of die centrir\. 
In Ihe \iVMy>. the liij;lil\ eoiupetilixe 
patent niedieiiie field 'spa«ne.l the 
praeliee. national maruifaelnrers al- 
l.Axinj; their local dealers moncs for 
Ihe prinliuL' of handliills. \U i<)()2. 
the ]iatleni\vas finiiK set I.) W arner 
Bros., corsel and lira maiuifaclrirers. 
«hieh is still a lop source of co-op 



ad dollars, one of the lo]) categori 

After World W'ar 1. eo-o]i hegan to 
sn. AX hall, lai-ely through the jrrowth 
of automotixe and household appli- 
ance industries, couliiuied strong 
right through the de])ression, and 
didn't nni into anv .serious troulile 
nnlll 1936 when the Rohiiisou-Pat- 
man Act uas passed. Object of the 
aei: lo see that no one retailer in a 
market was faxorcd oxer another in 
the (lis])ersal of co-op funds. The pic- 
nic hasn't heen the same since; with 
Ihe U.S. govcninieiil peeking ont 
Ihe hushes, co-op plans had to j( 
the aiiis under ihi^ checkered lahle- 
cloths. lTo(la>. not a single eo-op 
adxerliser conid plead "not guilty" 
to fiacluriug this law. and less than 
20',' of all retail accounts ronlrol 
ncarix <)(¥', of the co-„p contrihu- 

The scarcities in certain product 
lines during World War U showed 
luaiix iiumufactiu'ers that under 

eouhf he' done auax xxilh. !m ' idea 
uhich si ill enchants manx and uhieh 
xxould prohaldx he carried out hy 
them e\ee])t that llie cniergeuex has 



sl'()Ns,iK . 20 .11 NK 10.59 



loiif; |.;,-.M-(I. 'llic \>MM iali<..i ,.f N:.- 

liolUll A.Kc.liMT> ICIX.II.mI to Sl-ON- 

llic first lialf ofllu- ITiOV 'actiiall\ 
sau al)<)Ul a 20' <' <;ain in llic lUiiiiIxT 
of iiuuiiifa(iiiici> who in^titut(•(l co- 
()|) plans. Since then. i| sccnis Id !«• 
lioKlin? its ..\Mi: ;is fast a^ om- vom- 
|>an\ (li()|)s (o-oi). anolhcr adopt.-, it. 
Till" l>igp'st cliaiific tliat lias taken 

Tliis is inii)()rtant inasnineli as the 
.lireetion se.-nis t<. xeer from tlic oi i- 
inal concept of co-opeiatiM- a(l\ertis- 

'•'Co-op was ,i<-vel,)pe,l originally." 
sa\s Kriiiiniaii. "as a sn|)|)lenient to 
a imtionai adx ertisin? propra.n. Tlic 
national advertising dollars uere 
spent to create consumer demand; the 
C(>-()|) cam|)aifin told the |)re-sol(l eiis- 
toniers where to hny it in their home 
town."' 

Theoreticall>. the two should work 
like twin dxnamos. In actuality, how- 
ever. the\ ha\e fre(|iiently stri|)ped 



her of thin<;>, tlie-e fmir in particiriar : 

• National advertiM-r- lune failed 
to set intelligent, cllicicnt |)lali-. 

. l!<-tailers Inn <• . heat.Ml. 

. Me.lia has helped th.-ni cheat. 

. \<1 aj;.M.cies lune turned their 
hacks „„ the whole thin;:. 

Small wonder the s\-.tcm has jur- 
\i\ed for 50 \ears. Oiie tliiuj; most 
authorities a?rce on: Its surxixal is 
more a trihnte to the orijiinal concept 
than to its administration. 

Amoiif: tiie most ontstandinj: cvam- 
|)les of what lia\e coiitrihnted to eo- 
o|)'s <io\i\p sour are: the di.^erimina- 

tioiial accounts and the ostensible 
lack of interest in a client's entire 
sales program which leads an a;;enc\ 
to sluir (dl lo-op simpK heean.-e it 
hasn't tried to fijiuie out a s\stem to 
handle it |)rofital)ly. 

In the fust case, it is sur|)risin<; to 
diseo\er the devious means l)\ which 
a manufacturer can |)a\ li|)-ser\ ice to 
air me.lia while scuttliiijr its u-e. 
Anion<i the more suhtle of these wa\s 



i- th<' praetie.' ..f (dh'i in;: a eo-op con- 
tract that |)i()\idc- for a 7.')'. con- 
tribution toward n(\\-pa|)< i adxciti-- 
inj: or luiM^hail uniform- o, M„md 
truck- hut onl\ a :!()'; oi 10 , <on- 
trihution toward a local t\ or ladn- 
(•am|)aign. Tin- is u-nall\ in-t ah-nit 
a- <-lTe( ti\e a mean- ,.f rnlinL' nul air 
me.lia a- i- th.- l.-.-s -uhlle w..\ of ....t 
permittiiif.' it at all a- a .-..-..p allow- 

The rea-..u mamifa.tui.r- t.) 
such l.n.fiths to e\. ln.le what mi-lit he 

^nven^..ut a- "No pr....f ..f pcrf...m- 
ance fr..m rn.li.. an.l t\ . \t l.M-t th.: 
I.)cal new s|)a|).'r .-an pr.xln.-.- a t.'ar 
sh.vt as .an th.- h.eal han.lhill 

' While it is true that air m.-,lia ha, I 
hetter im.Mit some s.nt of hetl.-r |).'r- 
h.rn.an.-e pr.x.f if it hop.-- t.. .li-pel 
-u.-h .lis. rin.inati..n. the ex.-.-.- ,.f 
print m.-.lia (in ...llusion with th.- 
m.)re -.aspii.g lo.-al retail.-i-l ha\. 
manaf;.-.l t,. .-ome al...ut in spit.- ..f 
(I'Ira.sc turn to pafcc 



AN UNBIASED LOOK AT CO-OP ADVERTISING 



ADVANTAGES DISADVANTAGES 

lUVS mom: rxposiire for loss monry at the CAN HKDl'CK funds nrnUnbU' f„r nal 

icdl level since iinisl }:(>es at local rates, Al- rrrlisitti:. In iiifiiiy cases — ixirlicnUirb 

•> permits more control in timing: of the mis co-op has dc^'enerated into a S(drs 



hNCHEASES number of odvertisiiit: impres- 
sions at point where sales arc made, thus iiiros 
irider coverotie to a natiomd sfdes campaii;n 



KKKC^H KNTLV plunges a natiomd monnfoc 
tiirer into all hinds of h'i:al trouble since Uob- 
iuson-l'atuum tmikes tdmost (dl co-op illeind 



STI.'NIUL.A'rES enthusiasm of local retailer in 
the product at the same time it builds the pres- 
tii^e of the uatiatud product in the community 



THKA'I'KD far too often as a dealer 'Shake- 
dou-n" of natiomd advertiser. 'Satioitnls foil 
to administrate uell. retailers tahe mhautaiie 



II)E\T1FIES key dealers uith product, often 
secures new daders. Since the upsurt:e of pri- 
vate brniuls, co-op is national's best weapon 



CREATES a lot of intra-ilealer dissatisfaction 
when one retailer suspects u competitor may 
be uettint: a fatter slice of the co-op pie 
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CAN THEY UPSET THE CHAMP? 



^ Tlircc giants— (j)l«fal<', l^cver, P&G— iiiarkcl li<|iii(l 
(Iclcrjrciils arc oiil to Ix'at IvCstoil at its omii tv «iaiii<' 

^ KcH'iis <>r tv battle is in Syraousc. j\. Y., only citv 
>vlu'i*c all ol the major liifnid cleaners are distrihuted 



One of Ihc l,i-;:cs|. |,|„.,,li(.sl ninr- 
kcliM;: I-alllc. ..f llic pasl 10 \ i^ 
lircuiii.ii in ilic li<-l,l .,f nil |,iir]...^o 
li.li.i.l (Irlnycnl clcaiici^. 

The c (iMli-.-l.iiils: fixe III iiwin iiianls 
|.iciil\ (.r (l(>llai> and pirnU el 
iiKiikrtiMf: sa^^. 1 11.- halllcCicId: llic 

hliic .hip airna ,,I n.Mwdik aii<i > 

l<-l.-\iM-.,ii. 

in I'ioC. l„iii- of Ihc in,- \,\- liquid 
dclciiiciil cl.-aiici- -]„.nl an ol iiualcd 
>1 1. niiHinn in >],o\ l\ ah.n,-. Thi- 
\.ar Ihcir .•(,nd.i'..-d K.lnl for ii.-l and 
-I -icxi^i na\ \\cll donldc llial 

hliMlV. 

Ih,. ncu ni,,ncx uill .nine fn.m 
I , Moil, -IT! h ad.'i in lie i'M. uhirli 
hi-l M':u ...iiliihnlcd >-\'2.:] ..f liuil 
-I I million lo >i,ol h'. .■,,ir.T>, and 
from il- lonr i ludhMijici - oil ihc na- 
lional -M-nr I'loclci Cand.l.'s 



Mr. (dean. ( IoIlmIc's Ccnic. Lever'-, 
ihnuh \ini\ and >, C. .)()ln..(,iiV 
Uraxo, Sliii more l\ ^.pol uill l.e 
placed \>\ Ihe M-\eral legh.nal pro- 
dn.'.M- uiio are lixinj: lo 'eaplnre ihe 
ali pnr])o>e li.pd.l' deleriienl fndd in 
Iheir aie i> I hm Ii a> ihe well .-n- 
irenel.cd Te\i/e, in the South and 
>onll..asll. \l llii> point, liie en- 
lire i.ndiicls of l.esloil and lland\ 
\n(K are in t\. 

I e~loii a fi\e.\ear (ild prndnci 
uhieh ha^ UM-d telex i>ion ex. liisix el\ 
to -el it> sal<'- reeoids In a pro(hn t 
held it de\ eloped eontinn.^s jo (him- 
inale markets in win.li It (li>lrlliiites. 

lini no r the major- has tndx na- 

ti.inal dlMrihiilion allhon.uh Mi. Clean 
(l'\(;t I. hi-t uettlnu there and Lexer 
elalni- a h..,a.l i;e.,arai.liieal -i.iea.l 
for iK llandx \n.U. 



At tlil> jioinl in the markeliuj.' pro- 
iirnni h,v the-e li.piids -fixe xear> 
after I.e>loil and 16 months after ils 
hrsi eonipetltion nioxed in there is 
onl\ one eitx in the I . S. xxheie all 
fixe of llie>e hifi-linie national adxer- 
lisers haxe distrll.nlion and are foeiis- 
In<; Iheir Ix altenlion there. This is 
."^x'laeiise. \. Y,. a Ion- time lesi mar- 
ket. 

Seheduhs in .-^xraeii-e are txpieai 
of Ihehahnieeand theinten-Ilx xshieh 

kets xxhere lliex iiax.' iiained dislrihii- 
lion. (»enie (('olaate). for example. 
1- heax x in I .os \npele,- xxilii an 
axeraue of <r, aimoiin.cmenl-. 61 par- 
ticipation minutes and mimile 
hreak- tail H^iircs are from a recent 
xxeek for eat li market a- measnred 
hx liroadcast \,lxertiMTs Reports. 
Mr. Clean, the onix national roni-; 
pclilor in that market. M-he.liiied TOj 
annoHiKeni.Mits. -l.-, ,d xvhich xxcre, 
minnle partlclpalions and tiie re- 
mainder iniiuite hreaks. 

\ txpieai xxeeklx -chediiie h.r i.es- 
loil \n Nexx Y.,ik'called h-r l.iO an- 
noiineeinenls. in Chi<-aiio. 12t). again 
xxith parliri]ialIon ininiile- ])redoini- 
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iiiuil nltliciiifili llicif were iiUo >.'\ci;il 
and 2()-M'c..ii.l \ni'A> ii> as 
the iiiiiuilc l.iraks. Mr. Clean in 
\fu York (Iniinj; a in.-;i^ni v.l «(v'x 
schcrlulcd 107 aiindiuKcincnt.-. all of 
which were ininnlo-^ 06 partit-ipation 
and 11 l)reaks. 

liiil S>inrti..- is Ih.- i\ and -d.- 
focal point of the .-.kirmi-hc^ which 
will (Iclcnninc ihc laclic and the oiil- 



conic of Ihc npconiin-; nalio 


lal hallh- 


si'()N>oi{ talked with each ( 


f the ma 


joi entries in the all-[)urpo 


c clcanci 


field and their a-eiicic-. 




>\rarnsr dirccth invoked 


with lh( 


ad\erlisin,u [irofirani. food 




perls in that area. Here's w 


.at-, hap 


pening in this vital test nui 


vkct. 


The products are spendin 





nieiits and participations all filmed 
I with the CNcrption of Lc\crV llan- 
1 d\ And\. which has sh.ts in se\cn of 
b'vev"s network shows iCliS: Jimmy 
Dean, Fiillicr Knoirs lltwt. 1 l.oic 
!.ur}\ Lux I'layUoitM-: XHC: Coiircn- 
nation. Price Is Rif^Iil, Counts Fuir\ 
and spot tv as well in other markets 
, where it is distrihutcd. The other 
four 1)U\ iiiinutes cousistenth . be- 
cause they need loiij; cop\ to sell the 
multiple uses of their products and 
lime ^Mioufih in which to demonstrate 
these uses (clean j;old halls, fire- 
places, dojrs. cte.1. 

Mo.st of them hu> friufie time 
thronghoul an entire station schedule 
-a pattern set surcessfulK 1)\ Les- 
loil hoth hecause of the li'ifiher cost 
of prime time slots and the fact that 
onK 20-s and lOV are axailal.le dnr- 
inj; the [)riiiie hours. Lestoil has 
heen in the S\racuse market for three 
\ears. .Mr. Clean a \ear and a half. 
Genie since Fehrnar\ and Hravo ion 
a limited test hasis i' since Fehrnary. 
The\ all lajjain. with e\ce[)lioii 
of Hand\ AiuK and its network 
.schednlel hu\ time on that cil\'s two 
tv stations. \V11E.N-T\ and W 5Y1!- 
r\ . Kach spot account is on a S2- 
week contract. 

The fre([uenc\ is from 10 to ,H0 
amionncements per week, with l.es- 
loil — striving to hold its mark(>t posi- 
tion tossiii"- in the heaviest weight 
and spendiiifr the most iiione\ . Genie 
and Mr. Clean are runiiers-up in ton- 
nage while liravo i.s last in the spot 
tv line. 

Each of the companies e\ee[)t John- 
.son (Hravo) claims first sales posi- 
I /'/crt.se liirii to pai^t' l.'ll 



TV'S BIG 4 IN CLEANERS 

GENIE iCol-filr) i.s noir distribiitnl 
in 10 itr.sicrii .slntc.s nficr J(iiui(ir\ in- 
lidduclioii. It's pdcLtiucd ill iioii-sltj). 
Iirip holllc in pint, (jiidit. It and Lestoil 
(lie only major li(/nid dctcr^riits iiliicli 
arv also soli ctit.s. Ti ^rts nithst nj Imdi:- 
ct iiitli niiniitc anticnnicctnrnts in lin- 
animation film ii itii jin'^lr. / t;r/;ri : 
luindlinii Street & tmd l iiine\. \. ). 

HANDY ANDY, I -ever entru uas 
introduced last /lufiust market hy mar- 
Let. Entire current Inidiiet is in ti . most- 
1} Leier\s net slious. Distrilnitiou oj 
pints, (jiiarts is iico^rapliically national 
hat needs more depth . Four-armed 
lltmdy Indy jigiire appears in animat- 
ed commercials to Iniild prodjict iinaiie, 
personality, iiiency ,s k&E. \ew York 



LESTOIL 1 idell Chemical) fire 
years old. developed initial saluration 
ti jormiila nhich ncir entries use. It has 
national (li.<ttrihiitioii e.\ce})t for II est. 
If est Coast: ii.'ies tr only in liic-aetion 
/niniites. Strong appeals: lo consumer, 
product name: to dealers. Iiiglwr profit 
margin on pint, t/iiart sizes. Igene^ is 
Jackson Is.soc.. in llnhoke. Mass. 



MR. CLEAN {PS:C ) appears to he 
Lestoil's stronge.'it opponenL llottlal in 
glass in tuo si-es. it mil hare national 
di.strihution hy 1 July alter tesl-niarkct- 
ing ill Ipril 193f?. intro in \oretnher. 
Spot ti (minutes with lire action and 
anini(ition) gets heariest ad phiv. I'ea- 
tures Mr. ( lean personality iclio /; v/.v 
suggestion oj Tnthani-Laird. (hictii^o 
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THIS FALL ON NET TV: A 



^ Here's how the tv network's nighttime schedule will 
look next season. Some 90% of the shows are now sohl 

^ Use this chart for listinj: hest si>ot a<ljaeencies for 
clients an<l for estimating; ])rohahle viewing audiences 





SUNDAY 

ABC TV CBS TV NBC TV 


MONDAY 

ABC TV CBS TV NBC TV 


TUESDAY 

ABC TV CBS TV NBC TV 


-1 

ABC ' 


7:30 


I.lackrn Sc-F N A-F N 
W-F 0 










8:00 




liiFiii^nn .T W-F ' 0 '2 lipi-ri 

Sc-F N 








8:30 


W-F 0 


~ =~ 

A-F N s, tt W-F 0 
Sc F 0 


W-F 0 Sc-F N Slncrr 
..... 


5 



9:00 






1 1 


9:30 


A-F N 


.'■V"'on Sc-F ' ' ""o t:tt'iy.",r 
A-F N Dr-F 0 


My-F N V-L 0 1-onl 

Dr-L N 






10:00 


V-LOF N 


Sc-F N V-L 0 


V-L 0 




1 1 1 


10:30 


SMi,l)i«m 


^f:' 

A-F N Dr-F N 


















^ CHART FOR SPOT BUYERS 

. The l.wlk ,.f fall liu>it,- i> lu-ail) Those M-L-kin^ maviiniuii us,- ..f ih,- I..- inorc ,„„..|i,.ur s,m„s,„c<l sitou- 



will, SMO' si{:., an.i„„l rhail will fiit.l it helpful l„ tear the the t„-l«.,tks this fall lhait a„> „lh, r 




\EDNESDAY THURSDAY FRIDAY SATURDAY 

BS TV NBC TV ABC TV CBS TV NBC TV ABC TV CBS TV NBC TV ABC TV CBS TV NBC TV 





AP-L 0 




0,ck Clark ''"•.•m 

V-L 0 1 I- ■' .i W-F N 
M,-f 0 


_ 1 1 J 1 I 4 




W-F 0 


A-F N 


'"i^F ^« " ...a 
O-F . 




AP-L 0 


Rcal^McCoys ^ I.,r,l,ar,, ^ Staccato 
Sc-F OW-F N ^ltrl,lM Mwr- 


It .1 lt,-v„oI,ls Sc-F N V-L N 
W-f N 








J*- 0 V-L 0 


V-l OW-f 0 \Miii.lian 




'H" "^'7" 1 

IwlEc My-f NWF " N 




■'.'•Si: 

• 0 


— ''Bz 










My-f N ^<'- ■ riv . Iiak^ I r,, W-F 0 


' 1 1 








Sp F 0 





I 

Shulton's five-way radio attack 




u>c (.f the cluiiit) hi\> made it •wlii.- 
tiinj;' whh tlic gciiciiil piilt- 

lic. I.n^t \oat. we d.M ('l<.|,.>fl .loliiilit- 
ful \aii;iti(.ii> on llic mii.-ical tllcinc 
t(i h'ty it hc^h and at the same time 

Sliultoii uses ladid in .-(ncral \ aria- 
ti.in.-. to..: Il.'irs 



t Wdiks: 



//'///(' 



n.-("(l |)i in( i|)alh for tlic men'- prod- 
iK ts. uith ciiicf (i.iKcntratiiin in tlif 
nioi ninfi. Sa\> afr<iiiiit cxcciitiN e Jav 
I'criii.-. "W (■''•(■ Letter off telling- our 
nie>saj;e l.etween U-.'M) and a.m. 
when we cat catch men while tliey're 
^ha^inf; and .-|.niciii-r u|) for the (hi\." 
For turnoNcr. sjiol^ are lionght on a 
rotation rather than .-trij) lia^is. Traf- 
fie hoin> get le.>.> emjiha.-i.'; than moni- 
in<; tinier. exee|it. according to fer- 
ine, where >tatioii rate^ or high Iraflie 
eoiieeiitrations make tiiem exceeding- 
l^ wortl.wliih-. IVodnet> em|.liasi/.ed : 
\fter ShaNc Lotion. Slick Deodorant. 
Smootli SliaNc. Sj)ra) Deodorant. 

• W'eclcml j)(i( li<i(:,/'.s. Shultoii ha;- 
-teadil> in( rea.-ed it- use of weekend 
|)aekage.- .-iace l<).')3. That year, it 
e()iidu< ted a fne-weekend ex|)erimcnt 
with radio as tiie major |.u>h for its 
liighlv seasonal lironztan. .-untan lo- 
tion an.l cremn. Sales gains came so 
fast from the 1 1-market schedules that 
in ]').%. ir. markets were used. More- 



oxer, wcckeml |.a. ka-cswer<> enlarged 
to include After Shaxe Lotion. Stick 
Deodorant and a Christmas gift pro- 
motion. Weekend ranks were further 
swelled the next >ear l.y Spra) De- 
odorant and Smooth Slun e. 

Jos.ph D. Kna|.. Jr.. WcsIcn's me- 
dia director, keeps Shulton s weekend 
and we<.kda} s. hcdnles in l.alan. e. 
adjusting them t i market size and 
season. He lia> upped the weekends 
in all markets to iiO out of the year. 
Weekend packages |)la\ an im|)ortanl 
role in Christmas and' Father's Da) 
|)vomolions. as well as for the impor- 
tant summer-selling season for Rronz- 
tan. Weekend spots hegin aliout I 
^).m. Frida\ and run through 7 p.m. 

• Xdlional spol plus nelu ork spot. 
Shulton Uses this coinhination gen- 
evalh for its Urid-reiiort Insecticide 
Fine (see cut h.dow i. Shult.m-s air 
deodorizer — Good-aire on the othei 
hand, uses a local ajipioach which 
includes all media, hacked up « ith 
some national |irint as well as par- 
ticipations on the Arlliiir Codlrcr 
Slioir on CI5S Kadio last winter. 

For the l!ridgep..rt line. weekda\ 
and some Satnrdax mornin- sj.ots are 
used, explains Bernard Lc. Wcslex 
account execiilixe for Sliulton's Fine 
Chemicals Di\ ision. The campaign.- 



are sea.xuial concenti aled in June 
and Jul) f(jr the insecticides, spring 
and fall for Good-aire. 

Bridgeport gets 20 spots per week 
on GBb for -ix weeks. 17 per week 
on NBC for four weeks. Added to 
this are h<'av\ -|)ot radio cain|>aisns 
in ke; markets, again, as with Good- 
aire. including some use uf spot tv 
and news|ja|)ers. depending on the 
local luedia |)icture. 

These radio conmiercials for 
Bridgeport, reconh-d by Jonathan 
Winters, are appealing, effective at- 
tention-getters. They .-tress, humor- 
ously, the pleasures of a hug-free 
summer. The Winters commercials 
were \ote(l among the to|i six out- 
standing radio sixit? last fall in 
Blair's scmi-anmial |)opularit\ |)oll of 
radio c..nunercials. One of the Win- 
ters radio -pots \vas adajited for a 

|)erimeMtal markets with the in-ecti- 
cide radio campaign. 

In discussing future adxertising 
jilans with achertising director Walter 
\. Lantz. si'ONsoii learned of another 
twist in Shidton's radio |)attern. Up 
to this fall, all toiletries advertised on 
s|)ot radio liaxe been masculine. Gome 
falL Shulton will Use radio for a spe- 
cial jiriee |)romotion on its Desert 
Flower Hand and BoiU Lotion. 



HIGHLIGHTS OF SHULTON'S RADIO BLUEPRINT 




PKIMI' IIMI- M'OTs /„ .//; 
m,ul.,'l.-. lor 01,1 Spirr mv,i\s 
Hm- arc holslvrnl hy noch-rml 
pacl.aiir... Ifrvhcml srlwiluhs 
ha,,' hren u„ irasim^ simc '.3 7 



.0 ^ ^ } 



WKFKDW SPOTS u,ml .sow,- 
iirduy a. III. i jor l'iri,}u.,'porl iiis,;ii- 
fitle line is (liii,h;l hctwccii iwlitorh 
and iialional spot. (',iiiipaipits arc 
s,',is,)iial i.liiii,'. .Inly}. j,;iliirf liaiii'ir 



FM.L PLANS shon u omens 
loihlrlcs iiill ge/ firsl spot 
railio push jroin Shiillnn n illi 
special promotion on ahore. 
All copy will lie siraiglil sell 
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Sliiiltoii has explored l\ eoxera^e 
of (>vei\ kind, txiiif.' it to it> radio 
sehedules. It started out in ' I') with 
l\ spots, used s\ iidieatioii in and 
\\a> one of tiie pioneers in tlie us(> of 
t\ specials. Sluilton first underwrote 
a j:roup of Scr It Xotr slious on CILs 
TV in aV.'if) lineludin-: \hum\ 
Ka\e's first tv appeanince with tiie 
r\ICi:i- \oun<;>ter>i. and introdueed 
Victor Hor-ie's fu^t two Comcdv In 
Music sliows in "6. The follow in;: 
voar. it co-.spons(.red I with IVpsi- 
Cola) Koduers and I lanini(M>tein's 
color sp(-etacuiar anderellu. Sur\e> s 
showed Cimlerelhi reached what wa> 
tlie larjrest tv audience up totliat time. 

i\'(>xt st(>|) was into weekly tv pro- 
grams. 19.i7-.S!): alternate >pon>or- 
.ship of the Eve Anh-n Shoic on CHS 
TV. 19.S!!.59: altc-rnate on th(- Don- 
na Ree<l Show. A15C TV. 

This winter da\tinie t\ was added: 

( n For its wonienV pro(luct>. par- 
ticipations in the Peter l.ind Haves 
segment .jf ABC T\'V Operation Day- 
break (through mid-April I. coordi- 
nated with the use of Arthur Godfrey 
for the same products on radio. 

1 2) To reach teenai.'er>. participa- 
tions in Dick ClarkV American Band- 
stand on ARC TV at Christmas and 
during its ju>t-completed Father's 
Day gift promotion hacking up the 
hcavx radio iietw ork-and-spot enneen- 
tration. This lO-dax promoti.m fol- 
lowed on the heel> of a fn e-week par- 
Jicipnti(ni on American Bandstand to 
introduce a new teenag(> product, 
Short Cut (hair groom product cash- 
ing in on crew-cut craze I. 

With the addition of new line- and 
etTeeti\e use of pinpointed advertis- 
ing. Shulton's >ales have l.eeii \irtn- 
all\ >k\ rocketing: 

• Item: A SIO million dollar jump 
in the last three \ears alone ha> 
hrought its sales from the S2.t million 
plus of mo to over •S.'^.S million. 

• Item: In the same period of 
time, it ha.- ri.sen from 17', on the 
New- York Stock Fxchange to 56. 

• Item: Its acK ertisimi hudget of 
■?1.400.000 in l<rv2 is oid\ a fraction 
of toda\'s S5 million plus. 

Shnlton. Inc.. was founded in 
hy the late W. L. Schultz. The found- 
er s son. George L. Scliultz. continues 
as president. Fnder liis direction. 
>hulton has diversified from a stricth 
.tioletries firm into related fields — 
pharmaceuticals, consumer chemical>, 
and Fine Chemicals for industry. ^ 



By Dorothy M. Doherty 

^Thailand is iini(pj(> in th(> Orient 
in that it has nexer h<-.-n coloni/.-d 
nor occupied 1)V a \\'e>t(Mn pow(M-. 
\c[ liangkok i>'a modern eit> with 
ideas and coneepts of progressi\e 
Western civili/ation. 

Thai T\ Co., Inc.. is th(- major and 
principal station of two Bangkok >ta- 
tions. the other (Channel 7 I i> owned 
and operated h\ the Arniv. Thai TV 
(ui Chaimel I iV .-(piippecl with HCA 
units. Its two ke\ operating oflieial- 
haxe had training in the V. S. 

Late ill FJangkok TV pos- 

ses>ed a coverage of :^(UI(I() .-et>. \n- 
nnal license feo e>tahli>li >.'t count. 
Set receiver.- keep ri>iiig >t(>adily and. 
and. it is realistic to predict fully 
r>U.m) .-et.- hy I'XiO. La>t \ear there 
wa- a pro\ ah'le increase of set.- 
and the lO.VJ expansion >lioiild he at 
lea>t '),.5()() to KUKH) sets. 

The potential circulation is -uh- 
stantial. VppmximateK nine million 
persons ]he within the Grade B cov- 
erage of Thai TV Co. BangkokV 
population is 1.2.'iO.O(h) pcrson>. A> 
in Portugal, the Thai set count of 
:mm sets is no indication of actual 
circulation. Per-set \iewership i- 
four to fue person.-, at leaM. Of in- 
terest to ad\crtisers are the following: 

1. Thai T\ C perate- earl> (6 

p.m.) to late e\eiiiiig (10 or 11 p.m. t 
Tuesday through Smidax. 



2. The full-time stall is 160 per- 
-ons. well integrated for production 

;?. Commercial announ.-enients are 
l.oth \nr and on film. inostK liv. 

I. The hig li\e producticni he^in- 
at <> a.m. Geiierall) it i> an amhition^ 
program with participating commer- 
cials. 1 attended a two-h.mr -Vpec 
tacular" sponsored l.y a Bangkok 
hank with a 2.'>-piec(! orclie?tra. Thai 
dancer>. singer,- an.l a ca.-t of at lea-t 
:-,() arti^ts and performer.-. 

TheinajoritN of commercial ac- 
counts come from direc t contac t w itli 
-ponMn>. iiio>t of whcnn arc- -loc ar' 
distril.utors for foreign proclucn-. 

Thailand with cliuU. of 'l .5.. the 
major one. 

6. Commercial rate- arc- low and 
attractive- c \en for liO.OOd -ets and an 
average \iewing audience- of 10(10(10 
to 12'>.000 per'>on-. 

Straight announcement- cot a> lit- 
tle a. B'M) or SIO (with frc-cpienc> dis- 
cdunt>l and >\ iiclic-atc-d 30-niiiiiitc' 
film program> are axailahle for cost 
plu^ SIO freight and handling c harge. 
Amc-riian >\ndicatcd progrnni- art 
dnhlied into the Thai language at an 
axerage coA of .-;2,5 to S-SO. 

Because new -paper and other forms 
of adxertising are not >o well chxel- 
opc>d a> in the I . S.. tele\ isioii is n 
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^Me-tooism' hurting tv 
selling, says Schwerin 

^ Hcseareli expert fiiuls that three-year study of tv 
eoiiiiiiereials shows 'marked trend toward iiiedioerity' 

^ He ehar<ies eopy-eat taetics hurt tv marketers in 
eoiu|)etitive era where you must have orijiinality to win 



(■<)in|»;ni\ lin.- toted in il» Inhoratonos 
(>\('r l\u' three \ ears. What do 

a?<Mi. v men, the middlemen directly 
re.-))(insihh' for the ini|)act and (jnal- 
\U of a tv eonnnereial. ^aN in aiisuer 
to" hi.- charge? The^ are .livided in 
their reactions. 

Those with whom .sfONSot? tali<ed 
adnou ledge the i)revalence of "nie- 
tooism" a client following a ()attern 
^^llicll has heeu proved successful hy 
a conijietitive client. The\ agree there 
are. indeed, many e.\ani))les of medi- 
ocrity on the air. But the\ say the 
final te.-t a- to mediocritv comes with 
< a.^h regi.-ter figures, and a lot of so- 
so connnerc ials ring the register at a 
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COMMERCIALS SHOW 
DIP IN EFFECTIVENESS 



72 



7.4 



6.4 






ANIMATION, DEMOS BOTH HAVE PROBLEMS 




AM.AIATIOX I, hen used ninnr is less rljr<li,r 
iIkiii irlicii rtniihiiicd irilli lire (iclitiii. (icinnliii'i l<i 
(iiKihsis oj Ir foiiiiiicrcidls oicr pasl tliicc \<-<ii.s 
l» Srlninin lirsnnrli. This one, for I'd Mill. 
tlu ()ti<ili CdidiH'i Idi .. iiol liiiilicr cjjcrlh rnrss ml- 
iiiLi.s hccdiisr it comhiiicd lire and iiiiiiiKili'd sc- 
(/iiciicrs. Lust }C(ii. lire plus an iiiKititm (iiniiiicd 
1.1. (): ///•(• tildiic. (I slim V>:2 in diidiciicr rfjci-t 



DKMONSTUATIOX is de,Um„- in rffrrturmss 
hrcddsc oj H-iidt Srhnrri,, rnlls ■■ nw-tooisn, ." d 
trend jor clients to "honon" on ideo nliieli lias 
heen proren sneeessfnl for someone else. Tins 
Seotties tissne demonstration, tlironsili J. Walter 
Thompson, indicates the hind of prod iict-in-nse tn - 
tion nhich pulls the hii(hest ejjectireness ratiniis. 
Copy-cat tactics tend to inuhe rieiiers immune 



l)le. 



•At 



1 Im\.- a relati\cK f.-M l.-a.lci> n.ul 
l..t of f..ll.)vvci>.' If a clicr.t .» 
_^_.-iu-\ c.nios U|) «itl. a uinriiiis .-(.ni- 
liination. tlic\'re IkiiiihI to l)e t-opicd. 
r.nt 1 liopc .-.(V lcs> of it aiul 

-■|| all fnifl mox- orii.Mnal \^a^- 
to make a t\ -ale." 

Scli\\('rin rliaics witli a<l ])ro> a 
oiK-crn o\('r the irilliix of new prod- 
uct!- ami liow ciiniMit prodiKt* can 
keep tlieir market po>ition. Grocer) 
Mfrs. of America c->tiniate> tiuit one- 
third of all food >aie< are for item- 
le?* than 10 \ears old. I'iG r,2i.re> 
two-third.- of it^ lni>iiie>> to(la> i> 
iinted for In product- not in e\- 
ce 12 \ear-' as:... I!ell & Ho^^cll 
rt.- 6.1', of it> >ales are from 
product- not e\cn known five ^ea^- 
. and KCA atlrihules !!()'; of it.- 
busines.- It\ >et>. of course I to items 
lot on the market a decade a<;(.. 

These figures. sa\s Schwerin. point 
up the need for more elferti\e t\ coni- 
to m<)\e nier( liandise for the 
I'ip marketer- wlio are also the iiip- 
est t\ in\e.-tors. 
Vet t\ commercial- are tending to 
he less efTeeti\e. lli< anai\sis of tliese 
1.000 commercial- tested o\ er th.- 
past three \ear- show-: 



1. ()r,-r-all cljcriircnc.-:^ \> down 

and the nher of iiielTeeti\e com- 

■ nercial> i- np. 

2. Dcrndnstruliort devices lia\e de- 
(dined in clTecti\en('». 

:\. I.irr act, on alone in comm.M- 
cial^ tend> to cut down on etTecti\e- 
iie-- hut train.- in impact when com- 
liiiied with animation. 

l)em.,nstration device>. S,-liwerin 
.-a\>. are "the uniijne forte of t\ .'" 
\et the\Ae de. line.i i.ecanse "of i.or- 
rowinj: or le-> politeh pla'.'iari>m. 
If \.herti>er \ conceit e> a fresh and 
original visual metaphor. hi> com- 
petit(n> immediateh jump in witii 
endless variations of the same idea, 
leaving the originator's concept de- 
valued and dinmied tlirnngli imita- 



The drop-off i 
> te-tcd li\i 
tiril.nted to 



u.lieii 



u.di 



• thi 



Live action, which showed 
I "),!(, nnd l').-i7, dropp.-d olT iaM \ear 
in •■ITectixenes-. as a . omhinatiou of 
live action and animation picked up. 
Although this latter group finds "l.-s 
favor. it wa>— a> a group "l.v far 
the m.ot elTective" studied l.\ 



Schv 



h\hrid eomm.'reial- wlii(di -howe.l the 
greate.-t origiiialit\ and t reati\< ai - 
eompli-hmeut. 'Ihev ranged fiom 
hard -ell to extreme inoi.d in ap- 
proa( li. and tlie\ made the tran-itioii 
from animation to live action I or \ i. <■ 
\er-ai when nothing else wouhl do 
a- w(dl in putting across their l)a^i(• 
motiv ating idea. 

"Their 'creator- wei.- not lioh;;oh- 
liucd l.\ Knier-on-> -fooli-h eon-i-t- 
ene\.' and weren't afraid to hlend 
two difTerent tetl]ui<pie- to achieve 
the de-ire.l end: an elTective and uni- 
ficl .ommercial." 

Here are S.hweriu'- fad- which 
document tlie-e points. 

Hi- te-ting techirnue i- to -creen 
I.efore a .-ample audience a half.hour 
film >how or kiue not cuirenth on 
the air. into which three conimen ial- 
for three dilferent procliic t- and prod- 

i.ioduc t'i,- heini: tested 'for commcr- 



■ial elTc-ctiv 

Hefor. C-; 
a-kcMl to 



: the othc 



ne llu In 



He atl.l>: 



•It ■ 



> preci.-el\ ihe-e 



M.uld like 
/e. \f|e, 
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BUILDING DISPLAYS In one of 10 pilot stores used to test contest merchandising are MLW&S v.p. s Jules Lennard (I), Milton GuttenpUn 1^ 



ANATOMY OF A TV CONTEST 



^ Here's how Koii/oui <io:iro(l :i contest to <iettiii<: 
(listrihiitioii and siilcs for a new luacaroni iirodiict 

^ (lliiof |)rol)U>ius wcvv coiitt'st |)latforiu and rnirs, 
trade promotion, tir-in advertising!;, cleariii': Icf^al hnrdle> 



w 



imlc-ts. Mill 1ki\c to haiul ;i (lli)l(.iiia 
, lioiizoni. I!ij;lil n(,« llii. iiKicar..iii 
lukcr is uiii(liii<z up Ins lliir.l jjo- 
in ihal n.-ld >Nitii aIithca|)ioiiii> 



clciaii 



\>k iJ.,iiz...n (and Mo^.ii 
W riham.- \ Saxiorl wiial iiuik. - 
(diilcsl Li<k. .111(1 iiKirc iiii])()rtaiili\ "Wt- 

win \()ii iiM- a coiilc-l al ali. and for luii 

liiis is «liat iIi. n'11 sa\ : a m. 
l iiu-l.-ii N.,11 fust .,f all NNln /"l/.s/ 



arc 7if)/ ill llic fonlcsl iiiisiiicss. ' sa\> 
a,;;.Mi(\ sciiioi \.|.. Milloii Cullcn- 
jilaii. accdiiiil siii>(M\is(ir foi IJoii/oni. 

au' nut (lilt just to make a few 
(]iii( k sales at an (-\oi l)ilanl cxix-nsc. 
l!.-inii.Ms in the < (.nlcst field often 
think that a o.iitest is ineiel\ a sah-s 



i for 



n our thir.l eoiifst 
<-aM,ns whi. h make 

teuplaii. it"s an e\- 



eellent (le\ ice for a new product iiitro- | , 
duetion. I 
Si'coiul, it gets people into stoip,... 

llie hrand. 

77ii7,/. ii helps >Ni<len the eousumer 
l>ase for a product especially if it 
has an ethnic origin I like macaroni K 

Fourth, it gi\es \on a platform on 
which to create greater awareness of 
\onr a(l>eitising. 

The platform. (Millenplau emplia- 
si/es. is the first consideration. Ron- 
/oiii (ontests are tied to its major t\ 
show. H\ si-o\.>.(iK estimate. Hon/oui 
speii.ls rouglil) S:?3().000 a \ear in 
t\. the major portion going into a 7 
p.m. alt.Miiale TncMlax .sponsorship 
(with .>^a\arin ColTcci of // You Had 
a \l!llu,n (re-rnnsef 77u- l/iV/io/u/iVc) 
on \\'1{('\-TV. which r.davs the show 
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t.) \\KC\-T\. I'liiladolpliiii aii.l 
WMIC-'I'V. Ae« lliurn. C.ntcst .en- 
Ivvvd on "MillionairvV trip to hal\." 

Ill this, it ie-s(Mnl)ic.l K.,i./....n-s t«.. 
|)r('\ ion? contest outings- tied to 
Jaekie Gleason lloiicyinooiicr.t stiMi- 
zas it sponsored I witii Sa\arin) in 
'oTan.l o!!. The first -Ilonev 
niooners' S\\eej)stakes" trip to Mer- 
inuda in\oi\ed a ?in<ile aet. as stated 
in Kule iNo. 1: -Just fdl in this idank. 
There's notiiing more to do- nothin<; 
to huy." The second )ear la ■'iione\- 
inoon in Italy" sweepstakes) had the 
same rcfiuirenient. necessitated little 
more than a trij) to tiie grocer to get 
the hlank. 

This time out. the rules were al- 
tered so that the contest would intro- 
duce a new product. Honzoni was 
adding a j)ackaged Casserole Dinner 
(.Macaroni and Cheese Sauce) to its 
line. The contest was designed to get 
<listril)ution and sales. This meant: 

• Proof of purchase would he re- 
quired (i.e.. a l)o\top l 

• There must he incentive to jjur- 
cliase the new product (a S.iOO honus 
was added to the grand prize if win- 
ning entr\ was from new product). 

. The element of skill had to l>e 
introduced I under pest olTice rules, 

of purchase — i.- re(]uired. an element 
of skill must he present or the contest 
becomes a lottery, and hence illegal). 

So Hule i\o. 1 this time became: 
"Just complete on reverse .siih- in 2.t 
words or less: "If 1 had a million 

"The usual skill re(piirement. " Gut- 
tenplan points out. "is comjiletion of 
a product statement. I5ut this enalded 
us to tie the contest even more closelv 
to // You Had A Million." 

The .S.5()0 honus oiler was feature.l 
large on the entri, hlank. Haslcally 
the sanu' art was used in point of sale 
pieces and contest tv commercial. 

With the bonus snch an imi)ortant 
feature of the entry blank. 100''; dis- 
tribution of the new product was al- 
most imperative. The product was 
merchandised to groc(>r? and buyers 
in light of the coniing contest, this 
meant the contest itself had to he 
made appealing to the trade. 

"A store's j)ollcy and interest de- 
terniine the acceptability of a con- 
test." says Guttenj)lan. "and four fac- 
tor? are uppermost here." The\ are: 

• Reputation of firm 

• Standing of firin in a chain 

i Please turn to pape 71) 



SURVEY OF CONTEST ENTRANTS 

// yon haro hnnfihl u prmlurl lit ruler <i roiiK-sl, <ln yoa 
rnnlinar lit asr llic protltui ifislcinl of your former Iiraiul'i' 





Women 


Men 
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11.2'; 
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.i.l 
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7!).:{ 


>->5.7 




// roiitesi re<iuir<>s Irip to .s/< 
this stop you from onleriiiii? 


,re to 


{let ent 


rv hlunk. does 




Women 


Men 


^Fema^le" ^'^Malc'^" 


YES 






.'11..^^ 21.1', 




()().() 


75.0 


l)S.2 , ^.!) 


W /irt/ type of coiilesi uppeuls 


to yo, 


(nost? 




C()int)Ictin;i la>t line U> a jiii^Ie 






11.1 12..i 


Conii)letiiig a .-latciiient about a 




1 l.y 


3.6 .^.3 


Iiuentin? a iiaiiic for -oiiicthiiic 


9.1 


IK.K 


^r! 'u() 


Subniittiiig recipe idea- 




1..') 




Picture i.ii/zlc. 


lU.l 


16.K 


'52.0 32.2 


>\^cep-tjke- (.N(, -kil] iinohedl 


:^0. 1 


2.").K 


23.3 2'A() 


Wldcli noiilil yoii prefer as ii 


prize. 






•SI 00 ill .a,.!! . . . 

(B) 


1 4..V , 






or S.5(K) in inerclKiu.li.-e 




7U.4 


71..') fi.s.s 


S.^00 ill . . . 

(C) 








or S2.-.00 ill lll. rrlKill(li-.o 




66..i 


63.y 67.1 


SI 000 ill .Jl-ll . . . 

(D) 






fiO..-! ,-.0.1 


or $.>000 i .•rrliiiii.liM' 


12.0 




311.7 1(1.0 


Do you enter contests often? 


MANY 


40.1^7 


;in. 1 ' ' 


14,00 12. l'^ 


SEVERAL 


47.1 




■.3.3 .-i3.tj 


SELDOM 




17.1 


32.7 ,34.3 
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Oul here in Central Ohio we grow \vv\ >]HTial little 
girls and sonietimes two at a time. Early in life tliey 
develop a fondness for iee eream, ^nlall pet^ and 
TV pajania partie^ like the one now in progre.-s. 

Our parties are nice.-t when Mother conies. Know- 
ing this, \\'1)XS-TV arranges it? progrannning so 
tliat .Motlier and the prinee>.M^- can sluire tlii> satis- 
fying world sc\eral times a day. 

Because we live so cl()^ely with (»ur Central Ohio 
neighhors, \ve fnviueiitly call on tlieni for ludp and 
advice. When one of our ne\\ >caster> a^kcd for tralTic 
safety suggestions, the) poureil in by tlie thousands. 
So did the \ote> for the fa\orite ••I)ride-to-hi'." \nd, 
it does our heart,- good the way tho>e W I1NS-T\'- 
aiherti.-ed brands have been selling. 

Such loyalty is typical of Central Ohio where we 
were born and raiscil. In this market of two million 
people, so much attention is concentrated on ( hannel 
10 that time buyers who know tlieir busiin--- say: 
"If you n ant to hr sa il in Central Ohio- U /> N >-77 ."' 

WBNS-TV 

CBS Television in Coiumbus, Ohio 

llrclplrni ol the mo Fiflh Dhlnci .-Urrnislrr^ Fr,h^ n,:, „ 
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CAPTIVE MARKET 




Nollonal Reps. 
Weed & Co. 



Aational and regional buys 
in work now or recently completed 



RADIO BUYS 

Church & Dwight Co., Inc., \cu York, is |.i<"|,ai iiif; llie summer 
(•;mi|)ai<iii for il> Arm IlanuiK'r and C()\\ liraiul l)akin£! ioilas 
ll)raii(l naiiic (Ii'ImmhIs u|)()1i iiiarkcl I for rvWA of sunhuni. The 
>rlio(liil('> start 27 June foi' six i()ns(><uti\ e weekends. Minute an- 
nouncements. \\itli some ,Ws. are hein^ jdaced in late afternoon peri- 
ods. S;ilurda\s and Sunda}>. to reaeli trafTie coiniiif; liome from the 
l)eaeli. yXverajie fr(V|uene\ : 21-30 annouiieeuient.s |)er \\eek eaeli mar- 
ket. Carrie Senatore l,u)s: apenc} is J. Walter Tliomp,-on Co.. N. Y. 
Clenbrook Laboratories, l)i\. of Steilinj; Drnp. Inc.. \e\\ Yoik. is 
lininj; announcements in \arious markets for its Cam|>iio-i*iienif|ue 
autise|)tic I for cuts. i)rnises. i)nrns). Tiie ll week cam|)aipn starts 29 
.lime. .Minute announcements. 9 a.m. to I |).m.. are ixMiij; scheduled; 
fre(|uencies vary from market to market, 'ihe i)uyer is Boh Hail; 
the agenc) is Thonipson-Koch Co., Inc., \eu ork. 

Noxzema Chemical Co., l!altimor(\ is |)laiuiinfi sihedule.- in top 
markets for its Hi<;li Aoon Sun Tan Lotion. Tiie cam|)aigii starts 
29 June for ei};iit weeks. Ah'nnte amionncements o\ er weekends are 
i.einf; i)iaced to catch hoth to and from heach trafhc: Thnrsdavs and 
Fridays. 7 to 9 a.m. and I to 6:30 p.m.: Saturdays. 9 a.m. to 7 p.m.; 
Suiida).-. 9 a.m. to 3:.30 |).m. l''re(|uencies de|)end u|)on tiie market, 
'i'iie l.incr is Boh \ndersoii: the agency is SSCB. \ew York. 

TV BUYS 

Scott Paper Co., Ciicster. I'a.. is poinp: into scattered markets with 
M-hednles for its Cut iJitc waxed pai)er. The schedules are short- 
term. i)e,-iin 2 1 June. Ciiainhreaks and I.D.'s during daxtime sefi- 
meiits ar(> hciiig used: fi e(|u<Mici(\s de|)ciid u|)on the market. Maria 
Barl.ato and i'aiil Buies hu> : the a.ueiu > is JWT. \ew York. 
Johnson & Johnson, \c\\ Brunswick. \. J., is kicking olT a cam- 
jiaiiin in major markets for its Kxtra i.arge iJandages. The -died- 
iilcs start the fourtii week in June, run for four weeks. Minute an- 
noimccment* during eai-l\ and late c\eiiiiig |)eriods are i)eing slotted, 
with frc(piencies \ ai)ing.' Boi. Kowalski hins: ag.Micy is viu. X. Y. 
The A.I. Sauce Co., m^. of llenl.leiii, Inc.. Hartford, is getting the 
siiiiimcr cam|)aign read} for its Si/./,l-Spray harhec ue sauce. Tiie 
s(>\ (Mi-\\(>ek sch(Hiiile starts tiie last week in June. .Minute adjacencies 
nre iieing phnrd. next to late afternoon new.- and wouieu's pro- 
grams. I'nineiicies de|)eii(l n|)oii the market. The i)n\er is Eii/aiieth 
Criditiis: theagcn.> isBrwin Ihmston. inc.. \cu York. 
The Procter & Gamble Co., (>incinnati. is eiitt riiig \ arious markets 
witii schedule- for its I'in-lt iionic |)cruKineiit, The sciiedule? start 
tiie fourth week in June, run for the VisV. contract year. Ciiainhreaks 
liming iiiglittiiiK" segments ar(> iieing used: fre<|ueiicies vary from 
maiket to iiiaikel. Tlic l.uxcr is Dorothx iloiiglie>: the agency is 
Crc} \d\ertising Agencx. Inc.. \ew York. 
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It's a habit. 




liTte watching^ ^3^J'TY FRESNO 



(California) 



First TV station in Fresno 
For example: 

FIRST CHOICE OF VIEWERS FOR MATINEE AND 
EVENING MOVIES. KMJ-TV offers the fabulous MGM 
library of more than 700 feature films. The KMJ-TV Movie 
Matinee has 54'? more audience than any other weekday 
movie and the Late Movie is tops for all evening movies. 



Data si 
Fresno MetropoliU 



■: ARB four- 
■ea Jan. 19 - 



THE KATZ AG EN C Y ... NATIONAL REPRESENTATIVE 
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As many stations try new formats, SPONSOR ASKS: 



How do you program 
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with MR? 



|.:ul ,.f th,- M.ili,,..-. |..-.>o,K,lih. 

A> ;in cxiiniplc. KI'IJC found frotn 
its Ml? that il ua- l.\ far lead- 

iiii; all other area -tati.MW in rclialiil- 
d Indicval.ilitN in ili^ uuiuU of 



The 



lie\ed uhat he heard on KPKC on 
all olher Malion>. Thi> idenlifi.ali 
exleiuled coniijlcleK lo eoninierei; 
on the >lation a> uell. \l ilu- sai 



h.- 



. li-lei 



•r>hl| 



.lo' 



1 I.e 



tu...fold , 

"iHMX.nalilN.- Fir-I. a feelinu ihal ihe 
flalion'^ o\er-all per-onalih could I., 
more exeilinji: and M-eond. n feelin;; 
ihal >onie of llie |)roi;raniin^' ua- 
o\er I he head of the avera s-o li>tenei. 

The prohh-ni was. how to retain the 
helieval.le and relial.le |.er>onalit\ 
trait- while o\ereominu the nnde-ir- 
nl.le a>|>eet>? The .ojuli,,,, uas an 
tnohiiiouai) chauiie rather than a 
re^ol„lionar^ on,-. We know from 
|)a>t experience that a major |)r()nio- 
tional canipni-in coupled with a coni- 
|)letel> oNerhanled fonuat will pro- 
duce an increase in li>tener;.hi|) for a 
.*liort period of time, uilh a drop-olT 
when the initial proniol ioiial cam- 
pai-iii >lackens. 

Don^t accepi the \IH >tnd\ le-ult- 
a.< the ideal whicli inii>l I e a(l(.|)le I 
inuiiediatelv . Decide on \ oni >lationV 
personalit\-to-l.e. then incorporate a 
lopicnipinn of action, keeping: the li.. 
•> aware of ii. Yo,ril enjoj lon- 
henefil.- from tlii> approach. 

James McNamara, .Issiswrn C-m-ml 
Uf7««a,T. ir ALA X- ir Al. I-TI . Mobil,: (/«. 



\> e.uahlisli 



••.N..I.o.K-> for MatterM.n hnt the 
people!" In a recent Mal.ama jiul.ei- 
natorial campaign. Governur John 
I I'leasf liirn to pac.e 71 ) 



WCSH-TV 6 



Portland, Maine 




SIX will reach more 
homes for you, too. 

The area A.R.B. taken April 11-17, 1959 again 
confirms that you get a bigger, more receptive audi- 
ence on SIX. 



QUARTER HOUR BREAKDOWN — 
HOMES REACHED 

Sunday through Saturday — 

8:00 a.m. • 12 midnight 
Total quarter hours surveyed 
in breakdown - 419 

WCSH-TV share of "firsfs" 277 - 61.7% 
Station B share of "firsts" 109 - 24.2 
Station C share of "firsts" 63-14.1 



Remember, a matching spot schedule on Channel 2 
in Bangor saves an extra b'^'c. 



A MAINE 
BROADCASTING SYSTEM 
STATION 



WCSH-TV-(6), Portland 
WLBZ-TV-(2), Bangor 
WCSH-Radio, Portland 
WLBZ-Radio, Bangor 
WRDO-Radio, Augusta 
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CLEANERS 

^ Cont'd from pag^e 'M I 

lititi ill tlic iriiirkct or. ;il leasl. a ricok- 
an.l-iK-rk iririniiig Nvitli LcsK.il. IJiil 
;i jrioft i ) lniNcr itil('r\ icwcd hv M'ON- 
.-OK. «li',. I,ii\. for M)iu(' lO' su])fr- 
iiiarkcls in lli^ local rii(ie]K'ii(l('iil 
. iKiiii. jiasc ihis a> llic order of t-oii. 
-uiiier prcfcrcricc: L(vtoil. Mr. Ck-nii. 
Hra\o. llan.K AikK ami Cciiic. His 
5.ni.-»: K.,r(>\.-i\ 101) l,oiilc> his ciuiin 
sells. ;?5 are L.'Moij. :5() Mr. Clean. 15 
r.raso. 12 llaii(l> Aiuh aii.l !! Genie. 

Ill 111.' pasl nine \seeks. 1„. luis «r- 
.lerefl I., SO.-, eases of Lesloil a lolai 
of .il.r.lO hollies in (|iiail. pint and 
half-jralloii si/es. lie le-orders Les- 
toil e\er\ \seek. Mr. Clean e\er\ 10 
(la\.s. 

i)es|.ite the einerjreii.r of this Les- 
toil eoiii|)etilioii into a market wliieh 
it has "oNMied" for three, \ear.s. Les- 
toil sales eoiitiiuie to elindi. 

Ui'iht now "ll's a ease of e\er\- 
hod> wiiiiiin-!."' said the f.x.d ehaiii 
huNer. W'liere is the iie\s liusiness 
e()iiiiiij2 fioiuV -Nothin-.' seems to 
he .suiTeriiig. alth.jnjih iiowdeied and 
granulated elean.sers are (Io\mi a l)il. 
\^^ ami large, llo^^e^er. people are 
ju-t cleaner minded! TIicn 're seeiiij: 
all these n.-w rises for a 'product of 
this kind, and tlie\"re eleaiiing thinjjs 

This is the (due to the marketing: 
jiatteni: tiie lota! cleaner market is 
<'\|iandin{: and no iirodnet. diiriiijr 
this skiiiiiish period in an\ es cut. is 
losin- -round. This is home out i.y 
a .sludj CDndueted ii\ .S\ racuse I. 
-ludcrits under s p o ii s o r s li i ji of 
W m;\-TV last >ear. lntervie\ss in 
')(»!) homes shovu'd a slijiiii dip for 
Lestoii just at the point where Mr. 
Clean uas introdneed. But after tiuee 

Lesloil was jieltirii: as iiundi or more 
than it had in terms <.f market share 
and Mr. ( lean's gain Nvas ahoul e.pial 
lo that of its llii ee-\ ear-old competi- 
101. Tlins the niarkrl. in a sin. it 
three-month span, had doirhicd for 
the iicpiid delergent producers. 

T\. the e.mipanies lliemsches re- 
port, has done a eoiisistenth -rood 
~aies j..l. ill >Maeiise as vvell as in 
the maii> mark. Is in \shi. ii liic\ are 
n..« disliiiiuliiiii. Vet tiiis gain has 
l.c.Mi ma.h- h^ ts a.h.Mtising .l.'spile 
s.-seial p.issilde seiiini: n.>gati\.>s. 

For ..lie thing, the .deam-is all io..k 
and ael alike. TIi.'n'iv paekag.'.l in 
long, thin l...tlh-s aith.mgh Ceni.-. 
Mr Cl.'an aii.l llatuK \n.K iia\e 



d.-\.'lop.-.l an in.hMilalion near the t..p 

h. r m.ire eas\ hand grip)iiiig. l!ra\o 
is the most .iistineli\cly j.a. kaged in 
a plastic c.iiilaiiier and the li<|uid is 

i. lue rather than .dear. \ . ust.mier 
lament that the ...lor of tli.'s,- deter- 

g. -nts is unplea.sant has l.'.l to a 
.seerit.'.l Bravo aii.l Genie. 

TheCre ))ackage.l in the same si/.!s 
lusuail\. .piart an.l |)iiit t aii.l i.'tail 
f.ir al.oul the same amount lusualh. 
6.')c for the large an.l S7e for the 
smalil. Their i.i.ints ah..iit all-pur- 

Two ha\e a point ..f .liflerenc.>. lio« • 
e\-er. in that tlie\ are solvents as 
ucll as .let.Tgeiits": Genie and Les- 
toii. 

Tw(. major .lifferi^nees stand ..ut. 

h. nsever. L.-st..il and Genie give a 
h.-tter i.rofit margin to the retailer — 
ahout 20'; as .•oiiipared ssith le.ss 
than 20'; f.,r the others. An.l L.'stoil 
is th.' ..nl\ .me ..f the fi\e which i.-n't 
going in hea\ il\ for sampling, j.ricc- 

cani|.aigii is issuing .lO food stamjis 
with the jnir. liase ..f a large l..)ttle. 
f..r example. 

Lest..il has su.-eeede.l in its fight 
f..r chain st..ie .lislrihuli.m h. 'cause 

th.- (ihen Miew jtroduct and heeause 
..f its i.r..fit hir.' to retailers. I'.ut as 
the l.ig soa))s have mo\.'d int.. ilii.s 

distril.nte fast.T l.e.-ause tliev lia\c 
long estal.lish.'.l retail .•lumncls h.r 
their wide ass..rtiiient of items. S. C:. 
Johnson, with its more limit.'d dis- 
trihution s.'tii]. for waxes an.l cleaus- 

l.e.-..iiie iiati.irial. 

L.-stoil. Mr. Clean an.l Geni.- are 
sp.itting saturati.m i\ s.-hedules in tli.- 
markets wh.'re tli.-\"\e gained distri- 
huti.m. In g.Mieral terms. L.-st<.ils 
mark.-ting ar.'a is penetrated soli.lK 
.■ser\VNlier.- .-xr.'pt th.' W.'st C..ast. 
Genie is li.-aviest ..n th.- W .-st C.asl. 
Mr. Clean ajiproaclies the m..st na- 
tional s.-..i)e after l.'st iiiaik.'tiiig in 
\pril ..f l«r.;: and a West C.<.ast <lri\e 
in No\eniher. f..ll..vN.-d \n the West 
an.l Mi.lw.'st. This m..ntli I'&G is 
.•on.lneliiig final sales iii.'.'l iiigs l.efoie 
intn.,lu.-ti..n of the pimluel int.. the 
h.vNer Kast.'rn s,.;d.oar.l and th.- Gulf 

In luoie nati.mal t.-rms. Lestoii ap- 
p.'ars t.. lea.l in most markets except 
th.- WVst C.,ast. vvheie (;.-nie is t..p 
s.dler an.l in Ne\s V..ik. where Mr. 
(T.-aii has swami(.-.l the sales grosses. 



In.histr) ol.seivers sa\ I'&G is the 

tacking Lestoii"* dominance. A major 
selling feature: the personalilv of 
Mr. Clean, a higehested, small- 
waist.-d figure (s.-e ..peniiig page) 
d.imi.-d in whit.- du.ks and sporting a 

niaiiK. handv helj.cr ar.iund the 
h..use. Mr. Clean has anothof house- 
h..ld ris al in the figure de\elope.l hy 
L.-\ er f..r llaii.l\ And}. Andy has 
four aims fan all-|)ur))ose worker) 
an.l a le^s startling mien. 

15. .th figures are .lesigned lo estab- 
lish a ])r(.duct |)er?.jiialilv and an 
image of effi. iencv . and both are in- 

Tlu- i.rolil.-ni of i)r..duct separation 
..11 the air will hecme even more 
intense as all fise go int.) the top 
major markets tlir..ughoul the c.un- 
tr\. F.ven in Syracuse, there's a 
challenge t.i the juggling artistry of 
stati.m traffic i)e..|)le who have .s.n 15 

c.iini)etiti\e produ.-t commercials. 

))aiii.-s w ill u.se to gain sale:* sU|)reiTl- 
acy can't even l.egiii to he (»stinialecl 
heeaiis.- it will l.e so immense. Among 
them, the fixe last \ear si.ent a stag- 
gering .SlTf. million on n.>twork and 
sp..t t\ ( IMJ figur.-s). some $7-3 mil- 

li<.n ..II .*p..t al The l.iggest 

li.iuid cleaii.-r l)U\er. ..f .'..urse. was 
Lest<.il. whi.h ns.-s no network and 
which last \.-ar im.-sted .?1 2.S:^9.090 
in sp..t. 

ller.-'s what the oth.-rs spent: 

VLC. .S.'MvlTl.TlO in all. .S;«.!l on 
-pot and S.50.6 million on netw.,rk: 
L.'ser. .SH!i.3:57.2;50 ..n all t\. .?16..5 
milli.m on spot. .^21.9 milli..n on net; 
Colgat.-. ?;i-!.!!.V).090. SI 0.9 iirdli<.n 
on s)(ol, ?.i.2 million ..ii ii.-twork. 

\s for specific .-x|..-ndituirs on tv 
a.hertising f..r tin- all |.nri)i.se d.-aii- 
eis. the amounts <.f irc.rd for 1958 
are r.-lati\el\ siiuill an.l will soar 
wh. ii -.59 l.u.igets an- analvze.l. Les- 
K.il (through Jack.si.n N.ss.ic. lloiy- 
..k.'. Mass.i far oiitdistaiice.l its c.ni- 
l.etilioii s\itli its ^]2:.\ million of spot. 
Le\er's llandv An.lv iKemon & 
E.-khar.lt. N.-w Y..rk) inv.-ste.l .STIO,- 
7.50 in s|)..t: C..li;at.''s Genie iStr.-et 
J> Piimev. \.-w' York I. .SSI9.JU0: 
l\KG's .Mr. Cl.-aii. rPatham-Laird, 
Chicag.. I. .S 121.:5()0. Bras o's agency 
is l"o..t.-. C..n.- & li.-l.ling. Chi.-ag... 

W'hat.-s.-r the t\ .)r the a.hertising 
im.-stmeiit within the n.-ar future, 
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Miaik.-lini. pcoplr think it'll t«n 
or tlnco \c:n> iK-forc llif pn.diicl 
>liakc(lii«ii is complete. One roii- 
(I.Mime.l I.eslcil for "it- ruthk-s ii>.' 
of romiiiuiiiealioiis." uiid predieteil 
that thi- hij; eiitrie> iti the field ^ih 
take atta\ LeMoiTs profitahh' posi- 
tioii of "hciiig lliere fir>t \Nilh the 
most -and jiettiiij.' »lill more!" 

What «ill happen, this man s:i\s. 
is the natural marketing e\(>hitioii of 
product (h'\ elopnient. introduction 
and sah'. "The integrated marketer 
«ith the d\namics of a trenien(h)Us 
and iiii|)vc.ssi\ e team'" «ill «in oiu 
o\er the inch'penih'iil and icoiiocKistic 
Adell Chemical, he sa\s. 

Yet others decr\ thi.s |irc(lietioii that 
Gohalh «ill \Nin out over little David, 
if oul> hecausc in this hattle e\er\- 
one's a giant and l)a\ id isn't little 
nn\ nitne. .Man\ ad pros admit the 
tv lechnicjues and the tenacit) of 

a new product in such a conipeiiti\e 
Uehl. gaining distribution with no 
jjrior experience, huying tv in a way 
which made all the hlue-chips sil U|) 

SCHWERIN 

I Cont'd from pojjc 'A*) I 

[the showing. lhe> aie ask.^d again to 
';li.st their prefi'ren<cs. The nunilier 

product categor) are ()resumahl\ le- 
sponding to the connneicial which 
lhe\"\e jusl seen. And this i;i\es tlic 
e^Tecti^ene^s factor. 

The efTcctiveness factor- the |)er- 
icentage of change after u coinniercini 
jXNas shown— dropped in 1%!! to 6.4 
from a high of 7. 1 in l<J.i7 and 7.2 in 
[19.56. Sehwerin summarizes inefTec- 
liveness. too — the number of coimiier- 
yials which made uo dent on the le.~t 
fiudience and which inspired uo 
■hangc in jjroduct preference. In 
^0.5!! a high proportion of 12',' of 

ive. contra.-led with onl\ TV i in 
%7 and .ry, in 
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esulls so that those with dumoiistia- 
ion rated 9.0. those without, o. I — a 
larrowing of the margin. 
Part of this slack in demonstration 
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was pickc.l up h> the "h^biid"" com- 
bination of li\e action and animation. 
Mlhougli the all animalioM comnicr- 
cials comprise a small sample which 
diminishes the significance of the test 
figiMcs, Scln\crin shows tiiis compari- 
son among the three teclmi(|nes. 

\ll-li\e commercials in 19,-,.5 pull.-.l 
an a^cragc elI.Tti\ encs> rating of 
\\.:\. contrasted with a .-onsidcrabh 
lower figure of !!.2 in IT,!!. Hut a 
condiiiialion of li\(' and animation 
( tinnnercinis in 19.')!! rated a 
contrasted with a 6.1 anah/ed for 
19.V1. Ml animation is a dc\ ice rareU 
Used, hut based on a small sample it 
indicated a 7.1 rating in lO.'i.') and 
a I.I in 19.S.",. 

Admen talking with .si-onsok 
agre.-d that the trend i~ definilel) 1..- 
ward a condiination of animation 
with live action se(|nenees inserted 
for actual product deuiotisti ation. 
'rhe\ don't ncce.-.-arih agree with 
Scliw.Min Hc-earcb as to the leasons 
win thi.- is hai.pening. Thc> bring 
up a point which Horace Sehwerin 
also makes: last >car uas a recession 
\ear with heaw unemployment, tight 

sales stimuli. 



lloth tin- gr(,np i.-pnuMble for the 
production of conmieieiab an.l the 
icear.h.'r- who anah/e the end 
pr.Mlnct. llowc^cr. agi.-e that the ten- 
deii.-N towar.l U comm.^r. ial conform- 
its i^ prorM.un.cl. Tbcv an.l s..ut 
vi.-W(M-. llietUMdse. will wcl.c.me a 
switch finui the backnesrd and the 
pedestrian to a inoi.' progiev-ise pal- 
tern which will enable maiketei- to 
compete with new products and to 
hold their market Matus. 

S. liwerin concludes that "'W i- the 
mo-l potent a(l\erli-ing medinni that 
exists. \o other mass medium po-- 

stration. its resources of s isual meta- 
phor and its measurable impact." 

In protesting the drift tossard the 
me.liocre he •-.-tcers a conrs.' between 
lhoM> defender.- of the faith to whom 
adscrti-ing is a sa. red democratic ail 
b.rm and the euiical critic, who r.- 
gard it as 'the rattling of a .-tick in 
a -will bucket' (from C 'orge Or- 
«(lll." 

Most ad pros toda\ arc tr\ing to 
take this same objectisc middle-road 
in ajjpraising the ((intent and elTec- 




thank you^ BROADCASTING 
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for your newest survey of trade paper 
reading preferences. Once again 
you prove that SPONSOR rates 
second in every agency /advertiser 
survey made by a competitive 
magazine (guess who rates 
first) but first in every 
independent survey of broadcast 
publications made since January 1958. 



RADIO BASICS/JUNE 



Facts & figures about radio today 

1. CURRENT RADIO DIMENSIONS 

Radio homes index 



1959 1958 

If 



Radio set index 



Auto 
Pul.lic 
places 


1958 1957 


95,400,000 90,000,000 
37,200,000 35,000,000 
10,000.000' 10,000.000 


Total 


112.600.000 135.000.000 





Radio station i 








End of May 1959 










New station* 
b.ds.n h«nng 




1 3..W) 1 118 




l.>9 


fm 


1 (.12 1 U7 


1 1 1 


21 




End of May 1958 






1 3.218 1 92 




107 


fm 

s ■,„■,. rvr 


1 5tl 1 87 


1 'S 1 


11 




Radio set sales 












Months 




Apr. 1959 Apr. 1958 


Mo^nths 






3£8,863 102.283 


2,079,£04 


1.895.9.S1 


Vlltn 


422,346 m.m 


1,786,168 


1.0J3.470 


Total 


81 1,209 .■.92.718 


3,865,972 


2.9.39.121 











2. CURRENT LISTENING PATTERNS 



RADIO'S HOUR-BY-HOUR IN-HOME AUDIENCE BY LOCAL TIME 

(millions of homes) 

SUMMER 1958 WINTER 1959 
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l^fVf* inorv hi If producers join AM Radio Sales 



First Fast . . . 

Hero's tchut 
AM Htidio StiU's is: 
/1>I means stations that are the big 

producers in 14 markets. 
/l.>l service is guaranteed to be the 
fastest in the rep business: 
If it's AM — it's in time ! 
An A>l rep will give you plans 
today for buys "needed tomorrow." 
.1 11 means complete service: not just 
spot availabilities, but specific 
recommended spot plans matched 
to your current needs. . .for efficient 
and total market coverage, 
/t >l's reputation for fast delivery 
of these productive plans has been 
proved over the years by Bill Losee 

and his expert staff. AM means 
the marketing know-how that comes 
from your .l>/ man's personal, 
on-the spot knowledge of each 
station — its talent, programming, 
facilities, market, .-l >l means a 
Market Specialist for each station . . . 
an A M man in daily contact with 
one or two assigned stations, who 

teams up with your regular 
I >I rep when you need specialized 
market service. AM represents 
a limited list of vital stations. . .does 
the authoritative job of delivering 

the f;oods for each market 
represented. I >l stations reach 
64,000,000 people -36- ; of the 
country. Emht of the I U stations 
cover the top 11 U S. m,irkets. 
I M reppi'd stations are stronp 
in music ,ind news, leiders in local 

service professional, forward- 
lookin ' community minded. . .the 
bip producers, with the sound 
difference th.it -"ots results 
for n.ational advertiseis. 




IV/ml's /laooeninf in II .<? C, 




For complete market facts and recommended spot plans on w« • ' ^' 9 

all these music and news stations, call AM Radio Sales. Mt tt S j\^M • • mMt^S ill tttttC Z 



AM Radio Sales 
representing 



New York 




Chicago 




Los Angeles 


KMPC 


Detroit 




Boston 


WBZ + WB2A 


San Francisco 


KSFO 


Pittsburgh 




Cleveland 




Minneapolis 




Portland, Ore. 




Phoenix 


KOOL 


Tucson 


KOLD 


Fort Wayne 


WOWO 


(Cincinnati 






Coast only) 


New York 


W. H. "Bill" 


Losee 



Vice President & General Manager 
666 Fifth Avenue 
New York 19, N. Y 
PLaza 7-4567 

Chicago 
Jerry Glynn 
VP & Midwest Mgr. 
400 North Michigan Ave. 
Chicago 11, III. 
MOhawk 4-6555 
Detroit 
Walter Schwartz, Mgr. 
Penobscot Building 
Detroit 26, Mich, 
woodward 5-2420 
Los Angeles 
Ray Taylor, Mgr. 
5939 Sunset Blvd. 
Los Angeles 28, Calif. 
Hollywood 5-0695 
San Francisco 
Ken Carey, Mgr. 
950 California St. 
San Francisco 8, Calif. 
GArfield 10716 




Otyrllht KM 



»uai.lCATIONS II 



Wliat's happening in U. S. Government 
that affects sponsors, agencies, stations 



^ WASHINGTON WEEK 



20 JUNE 1959 If hroadcastors are to get any rdicf from tlio equal political time headache, 

it \vill have to come directly from Congress. 

The FCC this week tossed this ball of migraine toward Congress by flatly refusing to 
reconsider its Lars Daly decision. 

Chairman Doerfer and Commissioner Craven voted to overturn the earlier decision — up- 
holding Daly's claim to equal time — and Commissioner Cross dissented from and concurred in 
part with them, but the majority stuck with tlie earlier FCC i)osition that the wording of Sec- 
tion 315 left it no course hut to support Daly. 

In the meantime tlie Senate Commerce Committee, ofTicially, has begun hearings on four 
bills on the subject of changing Section 315 of the Communications Act. 

ITiere have been many attempts to revise the section, usually in election years, but all 
have foundered on the fear of Congressmen that they might be legislating themselves out of 
use of the air waves. 

What Avill probably happen, if Congress should elect to pass on a change, is this: News- 
casts, discussion and documentary programs, when entirely under the control of the sta- 
tion, vould he exempted from the equal time provisions. 

A sour note: Although the Senate Commerce Committee is hard at work on Section 315, 
Rep. Oren Harris has given no sign that he will get his House Commerce Committee to work 
on the same problem. Many bills of many descriptions are pending before his group. 



Investigation and hearings on broadcasting industry i)rohlems continue to mul- 
tiply. 

To give you a sampling of what's on the roll: 

1) Both the FCC and the House Commerce Committee are deeply involved in probes of 
how the spectrum is being used, with either or both proceedings likely to shift things around 
the industry. 

2) The Senate Commerce Committee, which also keeps a weather eye on the spectrum, 
with particular emphasis on tv allocations, this week began work on proposals to do something 
about political equal time rules. 

3) The FCC's probe of network tv programing re-erupts with hearings set for 6 
July, but there's momentary quiet on the network option-time front. The next step in the 
FCC's rulemaking proceeding will be the submission of briefs on the FCC proposal to cut 
from 3 to 2^ hours per network-controlled hroadcast day segment. 

4) The House Committee is in the middle of eight days of hearings, on regulatory agency 
practices. The result from this one will be ne\v ground rules of conduct for FCC, FTC and 
others for submission to Congress. 



Tlie military came in for a hard time in a panel which opened the House Com- 
merce Committee's spectrum prohe. 

Witnesses from the N^Tiite House's own special study group said the government should 
have an agency to assign government frequencies as the FCC assigns non-government uses. 

Chairman Harris is temporarily stymied because of inabihty to hire experts and the 
hearings are adjourned indefinitely. 

But the eventual fate of these hearings, the FCC's own probe into non-government spec- 
trum uses, and whatever the Senate Commerce Committee does may govern (a) how many 
tv channels there will be, and (b) whether fm will continue to have as much spectrum space. 
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Copyright H» 



BLICATIONS INC. 



Marketing tools, trends, news, 
in syndication and commercials 



FILM-SCOPE 



'I'he hollcsl half-liour of ihe week for syiulicalion ralings ihis fall may yel be 
the hue Saturday night slot following Guusnioke — this despite the efforts of CBS 
TV to recapture the period. 

Two reasons why syndication has been able lo retain the post-Gunsmoke time in many 
markets: 

(1) Schlitz's CBS order for Markham (following Gunsmoke) did not include quite a 
number of markets. 

(2) Some stations have refused to turn the period hack to CBS, especially in markets 
with but three stations, since there was little chance of the network being in a position to 
threaten to switch the affiliation to an independent station. 



CNP's report of a 26% Jannary-to-June sales increase over last year amounts 
to ini estimated §5 million in business for the half-year. 

The two network sales made by CNP this season probably account for around half of its 
business written since 1 January, and it's not unlikely that CNP's domestic syndication grosses 
are therefore below 1958. 

There's typically less fresh product being offered by syndicators now than a year ago, 
hence the new importance to syndication economics of bearing down as hard as possible on 
areas other than new syndication sales. 



Science-fiction shows may he running into mixed sales reactions this season be- 
cause of miscalculations in jirograniing strategy. 

The attitude of one agency buyer — as expressed to FILM-SCOPE — was that he would 
recommend a science-fiction show that had strong dramatic and story values, but that some 
of the films he auditioned were either of too special and limited appeal or so cliche-ridden they 
resembled Puck Hogers stuff. 

Although syndicators ha\c been eager to cash in on ICY headlines, not a single new 
science-fiction scries has gone into syndication, and se\eral distributors are still left 
holding such pilots. 

The high initial cost of using animation in film programing can he largely off- 
s<'t by re-use ])ossil)ilitie8. 

Kellogg's, for example, has been paying S6.i,nOO for Huckleherry Hound half-hours 
made by Screen Cems. 

Hut the total price of $\.^ million for 22 fihns involves four rims in national spot over 
a jieriod of two years, so that the price on an av<Tage weekly basis is only §16,2.^0. 



Distributors reason that so much off-network ' 
• re-rnns in the near future that they don't want t 
[Us in the same program type. 



'Stern programing will go on sale 
add to the supjily with all-out invest- 
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^ FILM-SCOPE continued 



TlnM c- are iiKiiiy icji.hoiih to believe tluu ^«vll<li^•^ltiol^.^ toliil grossofl for 19r>9 will 
fall l)clo>v 1958 levels. 

• If this vcre to happen, it would be the first 12-inontli period in which syndication would 
not show growth over a previous year since the tv fdni industry began. 

Paradoxically, svndicalion business has been good and prices are firm, but the film com- 
panies are puttiiij; lews on ^»ale because of the expected 8liort;i;:e;» of half-boiir time 
periods. 

Typical of the time shortage is what's happening at p.m. eastern time where only 

the following nights are expected to be open for syndication: .Sundays and Tuesdays on \l!(". 
stations, Thursdays on A1!C afhliatcs, and nothing on CHS afhliates.' 



Filniways' kick-olT of tv iiliii program iirodiiction and salet- activity may well be 
II way for its trade adiliate. Warner Brothers, to juini) the curb that ties it to ABC 
TV as a program supplier. 

Note that Warner Brothers might not be comfortable making a pitch for syndication or 
to the other networks, but that there's nothing lo prevent Filmways from doing this. 

The new unit under veteran producer Al Simon, Filmways Television Productions, could 
theoretically become a bigger grosser than the commercials side of Fihnways; the latlerV SI 
million, a big annual figure for a commercials firm, is only nu'dium-sizcd by pro-ram- 
producer standards. 



COMMERCIALS 

There's been a 100% increase in the use of original music in tv commercials 
over the past three years. 

According to the first of a series of reports by Plandome Productions on the use of mu- 
sic in commercials, the rise is attributed to (1) increased competition for viewer attention, and 
(2) triple-spotting in prime time — factors whicli make production values increasingly critical. 

Music was used mostly in connection with motivational campaigns in product cate- 
gories such as coffees, hair preparations, toilet soaps, shaving creams, perfumes, beers, and 
soft drinks, where 75fo or more of commercials used music. 

Moderately heavy users included cereals, dairy products, soups, razors, wine, cleansers, 
soaps, cigarettes, confections and dental products, all scorhig above 50%. 

The lightest users, all under 25%, included baked goods, dry foods, waxes, household 
cleansers, cigars and the drug products as a group. 

Among the top 25 network tv spenders, the heaviest brands using music were Phillies, 
L&M, Winston, Pall Mall, Chesterfield and Plymouth. 

Commercials animators are about as bnsy today as they were two seasons ago. 

While the use of straight animation appears to have declined, the difference in volume is 
being made up by the mixed aniniated-and-live-aetioii coiinnercial and by new uses 
for animation in film. 

Among new utilizations for animation skills are squeeze motion, which was a major 
creative vogue this past season, and new special effects pre])ared for coimnercials by animation 
men. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



20 JUNE 1959 Walch for CBS lo spread participation of profits deeper into its executive strata. 

copsfTioM is» As an example, the company's key m&o station executives are going through an 

SPONSOR upgracling in status with the right to stock options at attractive quotations. 

'UBLicATioNs INC. P.S.: Perhaps nothing in late years has touched CBS top management so deeply 

on the emotional side as the press rcactiou to the executive quake in the tv program 
department. 

A New England account spencling about $750,000 in tv spot will have its sales- 
men across the country monitoring its schedules the coming season. 

The roadmen will be expected to do their checking one day a week. Their reports will 
be matched up with aflida\its received from stations. 

Sales rivalry between NBC TV and ABC TV has grown lough and bitter: Last 
week ABC charged NBC was claiming it had Black Saddle from L&M — just to hin- 
«ler ABC's efforts to clear those Friday 10:30 p.m. stations. 

P.S.: McCann-Erickson confirmed the business was definitely ABC's. 



American Home Products has discovered that Canada makes a good place to 
test new products if you want to keep your activities secret from American competitors. 

Canadian salesmen find out soon enough, of course, but they usually assume that the 
product already is on sale in the States. 



One of the bra accounts which is also in barter was switched last week by some 
iv stations onto a pay-as-you-go basis. 

Incidentally, Bates, which has taken on part of the International Latex account, said 
that all tv placements out of its shop will be strictly on a cash arrangement. It will 
be recalled that Latex has millions of dollars riding in barter film. 



If you're wondering why so many of the high-grade agencies arc anxious to go 
after drug accounts, ponder this observation of veterans in the field: 

The swamproot people arc gradually Insing squeezed out of the proprietary 
business; their place is being taken by the ethical houses with proprietary divisions. 

Also: (1) This new breed seems primarily inlcresletl in quality products, and (2) en- 
joys smoother relations with the FTC and F&D Administration. 



Agency film buyers continue to learn the hard way that they can't assure a 
client that they have a syndication deal lined up until the signed contracts are in. 

Syiidicators keep looking for the big national prospect while taking orders for random 
markets; if a big one materializes, the agency with just a smaiicriug of markets is 
left liohling the bag. 

After one big sale recently, six small agencies found themselves in such a lurch. 
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eiiit,. ill ch.Mtiii- 



(l.>>|)ilc till' pr.M.f .if t(>;ir >liccts: 

-Our iif\\ priiilcr l.,i)kc<l .,\ci 
ciipv t.i ii> c^tiiiuito uikI ^iiort 
•Copei-ilivo a.hoili.iii.L'. oliV Tli, 
Ihe l,iu<.'e>l i;icket Wi- cM-r li.'ai.l 
We |,r(,tcstc.l that vm'k- in a 
•*|)ectul)lc l)usiii.s< and a-k.-.l liiin v 
li.> nuul.' Iliat icn.ark. Til toll ^ 
«ln. Vacv^ appliaii.r d.-ah-.- in t.i 



les to 



n>k> 



run .dT a few pr.u.fs .d a Ihci .,r 
llin>u-a\va\. Tlicii Ik- a>k> mo f.,r a 
bill for 5.()(H) or lO.OOO tlirowawa) s. 
I kiiiAv what tlio\ d.i with that hill. 
Tlio> >cn(l iitoG.'K..\\oMiii,<:li.,u>o..,r 
Kas\ t.i ^ot pai.l f.ir a<l\ ci tisiiij: 
th<-\ M.'Noi- d.. . . .■ 

A» f.ir no\\>papci "pr.>of of p.T- 
fornuiuco.'' thoi.- air miiiH-i<,u> inoth- 
o(h of snittlin- .^aiita Chui>. o>po( ial- 
h h> tho giant rolaik-rs ami .liains 
(small retailers ii>nall\ are seriipn- 
loiish honest to the p.)int .)f not o\ on 
spending co-op in.)iu'\i. M.)st pro\- 
alent l.il of cirioanerN i> hilling at 
one rate, .•ashing in at an.ithor. N.nie 
dg .-hains aetnalK make higgor prof- 
ts llu.)ngh ci-.ip clieatiim tiian tlie\ 
lo in selling m.'i .haiuliM-. \n,.th<-r 
nollio.l .d .lefranding tlv nati..nal 
nannfa.turer i> Lining a rogi.mal 
(lition (the one with tho siiiallot .-ir- 
ulation and the .lioape.-t rate iiatur- 
dlN I. >en<ling the l.'ar >lieet .d the ad 
ind .-laiiniiig to have Ixniglil the 
•ntiie riMi. The opp.irtnnitio- f.ir 
ihusing e...op at the local level are 
I) numer.uis it is p.)iiitl.'s- to roe. unit 
them: tlie\'\e all heen Irie.l ami pr.>\. 
•n succesi-fni. In the foo.l and .lrn<.' 
'U>ine>s. the \vhole thing has fallen 
nto a s.)rt ..f ki, kd.ack that gnaraii- 
ees g,.od (lisplaN.- and .-...me degree of 
n.-relum.lising ' nothing el>.>. 

Ther.- i> no n^e saving that sneh 
■kiil(lngger\ negates the \ahi.- of co- 
'P a,Kerti>ing; it would he like 
lirowing the l.ahy ont with the hath- 
nater. It is e.pialh p.iinllos- t.) -a\ 
hat all ,>r the niajorit\ ..f retailer> 
Ji-hoiu'st in their use of eo-..p 



I, 

(fnii.ls, 



I'nt it .l...'> p.iint np tlii' fact that 
all .d the wavv U, I.eat . <>-.>p ^sru^ 
iinent.'.l l.Hig h.'foi.' air ni.'dia . anie 
.ni the s. ene. It aKo .leimniM i ate> 
that the t.'ar sli.vt "pr.Md ..f p.-rhnni. 
an.'o" doe^ not d.-eiA.- U, hr al.ov.' 
Mi^pi. i,.ii. Il.ddinu np sii.h slim 



.d ail media I he 



doesn't fun 
plans >.TnN 
a weakne>s 



t..ld spcNsdlt that 
10 d..ahlr hillinj.' -..e> 



ni i.ow>paper c-op a~ in an nu'.lia. 
Ke\iii SwoenoN. pi.'si.l.-nt ..f Ka.lio 
V.Kertising l!nr,-an. e< hoe.l th.- fe.d- 
ing. ••We've ehallrn^e.l nnun advor- 



tisi 



t.iint 



real 



against ra.lio." he >a>s. 

lint the idea p.-isist> that aii media 
are the ni.ist l.)g!eal .-unspiiators with 
K.cal r.-tailer> agai.M the national 
niannfa. tnror. The mannfn. tnrer s.-.'s 
llim^olf taken o\or on the eom]>lo\ 
rate> of air media. envisi.m> hiin>eir 



fo. 



ir.^(l. e 



ntrihuting to 
visil.le 



snoh a peak that l^.hvar.l C. Oini- 
niins. sale. dire.-t..r for \d\.-rtisin- 
Cheeking I5nr.-an Inc. i which che. k> 
new-paper tear sheets f.ir llu- national 
contrihntors to id-op funds) rccciitK 
>ngg<Med h. hire an \N \ woik>hop 
thi> itiea for hotter control .if co-op 
uionoN : That hefore placing ra.li.i or 
t\ a.hertisiiig. the local retailer nin-t 
first r.'(|Ui'st perini>sion in advance, 
indi. ating the lime of ea.di .•ommcr- 
eial so that tli.' stati.iii coul.l he moni- 
tored. \atnialU. all Matioii.- ami all 
>pot><-airt p.i>sihU he monitor.-,], hat 
(•riiimiin> ha>ed his >ngg..sti.m on 
the tlireat. 

Main nationals are improving the 
nmiiiiig of c.) up funds. Co-opeidlivc 
\dicrl)sinu: \nr, letter r.'p.irls the 
new plan l^ B. T. Hahhit. Inc. 
lHaI.-(). Cameo, .'tc. I whl. h now al- 
lows il.'alei- a -trai'iht 12 .eiil- per 
caM- ..f l!ah-0. 2.-) eenl> per cas.- .,f 
("auie.i. has.'d .m pri'v i.in- cpiaiter 

Other mannfa.turer- are l.uilding 
>\>tems that ina\ Inni ip l)a<k t., 
its .uiginal piirpo.-e. I5nt they ma\ 
need, in the pro.-e--. the help of their 




Miiiialnnz,',! In tin exi-.m- 
u\- ral.'llol.liii-. Mr. \\S|>r\ 
to.,k it all with -<«„1 irr.-i.c. II.- 



W.sl..--- T\ . ( hannel Id . Ni'.t 
T.'ievisu.n . .M;iil .\.l.ii,'>s: K<,a 
ii.ike. A'a. Xnti.iiial repn'x'iita 
li\e>: I'.Iair Tel.Msi.m A lat.'.- 



^ 1 




BUYING 



RATINGS...? 

COVERAGE...? 

COST PER THOUSAND...? 

Then Check 



^ CHANNEL 



SHREVEPORU 
LOOISIANA ^ 

in America's 71st TV market 




of , 

h.ipos to Improve it> po-itioi 
cie? can help if the\ want ti 



i;., if ;, your P FT RY tncii, will fUl ill dclaih 

NBC E. Newton \\ray 

ABC Pres. & Gen. Mtr. 
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WRAP-UP 

NEWS & IDEAS 
PICTURES 



NETWORKS 



VHC JA <li^cl<.-c•.l tlli:. 

tliilt it Iciul on AieK-*en\s 2 I 
report for tin' week «i 



7 June in tlie iiiiiiilier of firsts ii 
ratinjis l.> liiilf lionrs. 

Taking llip 42 half lioui? re])re?eiit- 
in- l.elu.rn 7:30-10:30 p.m. through 
the A\cck. \1!L T\ noted this iiel- 
u(>ik-l>y-riel\\()rk lolali/alion of firsts: 
Network Tt>t;il 



U. S. TREASURER Ivy Baker Priest gets In- 
STrucfions from Phil Melillo, Prod. Alli< 
before taping at WTTG-TV, Wash., 
for tonight's Mr. America Show (20 June) 



PICKETERS dressed as a Gay Nineties 
dancer, fashion model, 'beatnik' and flapper 
board cable car to tell San Franciscans of 
McLendon's new good music station, KABL 




TRICKY BUSINESS THESE TRICYLES! Personalities of Balaban Stations' WIL. St. Louis get cheered on to the finish line by 3,000 spectatori 
at Ihp St, Louis Cyclinq Club's Safely Rodeo. Noaring the goal (I to r); Ed Bonner, Rood Farrell, Bob Hardy, Dick Clayton and Bill Jenkins 



01 
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l<l«-:i>: VliC T\ i-MicI lln> uc.-k a 
proniolion pice- d.-diiif. uill, llir ini- 
|.a.-l of Imrn-.an Hiuulstaiul . If. 
(ImI.Im.,| "VdMlt W induu „„ a Tc'i,. 
V- 

NctMork t> iirojiniiiuiij; note?.: 

77,<. 77,/,, .l/„„ ;•, JiiK tlu.-iijili l.'s-p- 
Icrnhcr. \1U^ '1 \ . . . On tli*- Spe- 
cials Front: Ci-nr Kclh and \ i.K.r 
li.Mfjc headline llie /',;„/,«,■ Star 

I'anulr sei i<>s .d ei^-lit ..nedi..rn 



>|.eclal- .,n M'.C FN next .,-aM)n. 

Stiiellv personnel: Vlleii Lii.l- 
.leii. !('. dire<-l„i- of projiram -eniees 
for se\<Mi CllSouiied radio >latioii> 

liiiiies l,:irkiii. to W e>lern sales 

ser\ ie(> su,.er\ isor for MIC T\ Net- 
uork Sales . . . Vrtliiir Heelit. ],ro. 
gram (jrorriolion and nuMcliaiidisinj: 
niaiiaficr for the adxcrli^inj; and pro- 
motion department al CHS Kadio . . . 

lor of Latin \inerican operation* for 
MU; International. Ltd. 
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Get full Coverage 

u/CCfo 

W J AC-TV 

''in the Johnstown-Altoona area 

Why .set tie for \VKIU;-'I'N".s ^28.1 share of iuulieiiee when \VJ.\(vrV 
oovers the market like a cireii.s tent with a 71.!). .sif,'n-on to sign- 
off, all week Um^'f Von get ALL the nndieiiee you're paying for 

whenvonhnvNVJAC-TV. ^ , ^, ^ ,^ ^ 

Figures from ARB, November, 1958 

TOP 30 SHOWS ON WJAC-TVI^^: 

Johnstown-Altoona Trendex, Feb., 1959 



'I'lic e()iu[K'titi()n just can't loiu li 
\\.).\( -TV. l-cadiiiK' its nearest 
(.nipclllor by ncarl.v :J to I, it s 
,1sy tO Mvllial \V.)\("-T\- is tlir 
,1K- to l)U.v-tlio oiu- tlial (l(>liv(T> 
theandicncc. 



' ^1%/ - 'JOHNS TOWNr. 

/ 

A.kh, kll Heunh. I, HARRINGTON, RIGHTER & PARSONS, INC. 





ADVERTISERS 



The Kiehnid lliidiii.t .liyMon of 

tv .'ialnralioii eani])<ii^ii on Quick 
Home I'ernianeiit nationally tlii^i 
Anjiiist. 

It \va> not made clear hv lli(> com- 
pany this «e(>k \\hellier arn of the 
time uill come from l)art(>r. 

^ I 

(.anipai<:ns: 1 

• The Indemnity Insnranee Co. 
oi' Xortli Ani«'i-iea has launched a 
lhrec-da\ harrage of 10-serorid radio 
■•|ea>er>" fl!; per da\ I throu-;li()ut 

lVnns)lvanla. calling attention to 
.Snnda) new.-paper aiinomiceinents 
of th(> companxV new anlo polic\. 

\-en, >: \. W .' \u>r. 

• Shnlton's IJri(lj;epoi-t line of 
inseclieido uill pet an eight-ueek 
campaign ihir- sunnner on CHS and 
\1!C Radio. \genc\ : \Vesle> Asso- 

. I»niii,a Dofj Cl.ow will rini a 

mer. uhieli hrl-aks nationally this 
Tnes.la\ (2;5l. The a.K crti.-er's par- 
ticipali.'.n in 77,<> lUjlcnian and Lrnve 
it lo Bearer uill h.- hacked hv 20- 
M-cond l\ spots on 170 stations, \gen- 
c^ : Car.lner. .'^t. Louis. 



."^till the leiider: llanimV beer, on 
lop for lh(> .-ceond consecntive month, 
in AKirs Mav .ur^cv of hest-liked 



cials. 



The 



nm<-rs-np: I'iclV. For.l. Alka- 
.Ndlzer. Ihuuh Andx. Winston. 
Dodge. I',.>i Cereal.- and a tie for 
Chexroh-t. Falstair and Stag lii-er. 

I'eisonnelitie.s: Kliol S. Howell. 

to v.p. in charge of marketing of Q. 
Tip.- and Tracliral Kh-ctric I'lo.lncts 
... II. I{. Ilousli. \ .p. in charge of 
Wilson \ Co. s Mlicd I'rodncts gronp 
. . . Ileh-n Kaulniann. frmii Mc- 
Cann-Lrickson to Rex Ion in market- 
ing research . . . (Menu Aiidei-.^ioii 
lo a(lv(Mti.-iiig nianaaer. Morton 
Chemical . . . Kohert .Skead. niar- 
keliii" coordinator. \-S-R I'rodncts. 



AGENCIES 



Vjieney nppniiiliiieiils : The Norlh- 
am W arien Corp."- Cnlc\ line of lip- 
-tick. nail poli-h and manicure items, 
hillini; .*1 inilli.m. lo l)oliert>. Clif- 
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I'cir.l. St.MM-s X Sli.Miliold . . . Gen- 
eral Mills' six ru-u l!rtl\ docker Des- 
sert \li\ prodiiels lo m\\)0. Nvltieh 
houses ;,ll Crocker .lesM-rt niixe> 
. . . Old Dutch Colfce Co. for its line 
of colfees. tc;i ;uul its V.i.lcs Colfee 
Co. di\isioii. to K. teliiim. .MaeL.-o.l 
\ CroM' . . . KiiufiiKin llonie St\le 
Kood Trodiicts niul ll;irr> \eunuin 
Motor S;des to Kr.-d ValVe \ Co.. 
Detroit . . . Coldunter Senfood Corp.. 
.\ew York distril)utor^. to L. II. 
Ilartiiiau Co.. Xew York . . . The 
John I!. Cnuepn Co.. ni;imif;u tiirer of 
l!ed Cross ninenroni and spa<;hetti 
products, from Kdunrd II. Weiss K 

Co. to l.ili.MllVId v'i Co. 

Tliisa -n' data: The week HUDO 
distributed its first house neusletter 
outside the agene\ . . . \eu ;mene\ : 
Coimiieieial Vd>.Tti.sin- .V>s()ei. 
atcs. Dallas, specializing in regional 
and national radio t\ campaigns . . . 
V.cnv ScM-iialVr. ,.f V. L.^l? and Jack 
Laeiumar. of iWT are authors of 
soon-tod.e-pul.lishcd ••Successful T\ 
and Radio Advertising." Nviiich covers 
every phase of the tv\o media includ- 
ing .station uianageuient. creating tv 
comniercials and hov^ hoth local and 
national advertisers can um- tv and 
radio elTectivelv. 

Tiu'v v^ero iiaiiUMl v.p.V: Cliail(>s 
Critteiitoii. Jaiue.s OWeil and 
Jaiiu-^ Kaveii. at Ted Bates Co. 
. . . Tlionias Uat.iia... at C. J. La- 
IJoche . . . .James Ihirvev. the fust 
v.p. at Richard k. Maru.fT. \evv York 
. . . Lou Kaslliii.s. at Mark. Simeon 
Renard. \eu York . . . James 
Woodman. Jr.. to executive v.p. and 
director of IVter Imuucv Co.. Miami 
. . . \'iet()i* Caiiever. to senior v.p. 
and nuMuhcrofthe executive commit- 
tee at I). I'. Rrother. 

.Mort- on age.uv personalities: 
Jolin Hoyd. CiitTord Dillon. Knrile 
Frisard.'.^lnriel Ilayn.-s. Cahriel 
Oudeek and Olio I'roeluizka. v.p. 

and assistant creative directors at 
Compton. to creative directors . . . 
Koherl Cole. v.p. <,f Ge.,rge II. Mart- 
man Co.. Chicago, to creative direc- 
tor . . . Frederick Sears, t., director 
of research at J<,linson & L.-ui., San 
rram'isco . . . John Ov^en. account 
creative supervisor. \V. >eil I.evUon 
and Ian Mealon. account executives 
at 1). \\ Brother . . . Tliomas l.al'- 
feriy. art grtiup supervisor at .Mogul 



Leuiu William. Savior . . . WW- 
liam W.-etl. frour I'XC t.. accom.t 
executive at Ogilvv, lienson >v Mather 
. . . .Mori kranu-r. from \l( Cami to 
liivl) as account executive. 

Frank Kemp. Compton media di- 
rector, in NevN York I're.hv teriau 
Hospital this ueek going through a 
series of tests. 



ASSOCIATIONS 



The 



tiMng F.-d.ralion of 
VnuM-iea eonelnde.l its T^mU on- 
venlion in Minneapolis last vw ek 
\s\l\i the eloelion of lliese iievs 
ollieers: 

Chairman, .lames Fish. v.p. and 
director of advertising at (Jeneral 
MilU. \evs directors: j. Davis Dan- 
forth. ISHDO: Ml.crt llalvcrstadt, 
IV^C: l!urt<,n llotvedt. Klau-\an 
I'ietersom-Duidap: liill McDade. 
Judd \dverlisiug. St. Louis: Cluules 
Rvau Jr.. Firestone Rul.her Co. 

\F\ directors re-elected: I liur. 

nett: John Cunningham: Dr. Melvin 
llattuick. Continental Oil Co.. an<l 
I'errv Shupert. Mile. Lal.s. 

Tli. y v»er.- eleelcd oHin rs: 

• Of the Soiillierii Calilornia 
IJroadeaslers Vssoeialion chair- 
man. Howard (irav. KCIL. >an Fer- 
nando Vallev: vice-chairman. Ilerl. 
Comstock. K\\L. Lancaster: secre- 
tarv. ClilT Gill. Kr:Z^. Anaheim and 
treasurer, \ormau Hoggs. KIIJ. Los 
Vui-'cles. 

. Of the Nehraska Uroadeasi- 
er.s Association: president. Jack Gil. 
hert. KIIOL-TV. Iloldretre: v.p.. 
Ilarrv I'eck. kODY. N.uth I'latte. 
and secretarv -treasurer. Dick Cliapiu. 
KFOR. Lincoln. 

. Of the Tv and Radio ClnL of 
IMiila.lrlpliia: president. FxoI.ert 
I'rvor. WCAl -T\ : chairman. I'at- 
rick Stanton. WJMJ: v.p.. \\ alter 
Tillman. Tr Citidc: treasurer. F.lavne 
Butcher. \l I'aul Lefton Co. and sce- 
retarv. Mrs. Robert .><tnart. Raner \ 
Tripp. 

. Of the Kansas Vssocialion of 
Radio Hroadeaslers: pre.ident. 
Tom r.ashavs. KFII. Wi.liita: \.p.. 
Thad Sandstrom. W IRW. T.,pcka and 
.-ecretarv -treasurer. Jim I'latt. KRTO. 
LI Dorado. 

• or the AnuM-iean W onion in 
Radio and TV. chapter presidents: 



LET AN 
ADVERTISING 
AGENCY 
PUT THE 




PIECES 
TOGETHER 
FOR YOU! 



Prini-ed'ih cooperation 
with better a d y e r tist rig 
agency business proc-^ 
tices advocated by the — 

.xj^i-i;^ Western 
;/\Vs\; states 
" 11 Advertising 
Agencies 
Association 
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ill ( lii(;ij:n. lUil.v \iHl(-r>oii. of 
\\(A: ill \eu ^.)ik. Mimi 1 lofliiirii , 
..f MiC; ill \llaiila. Dora Co.m-. of 
Doia-Chnton ..\y(!m\. 

\<I<I to in>\\l_\ elected of!ieer>: 
Kiiv Cliille. new |nosi(leiit of tlie 
I'.r.iadcasHiio Kx.-ciliM-.- Clul, of \eu 
i;ii;ilan<l . . . I'ntti Searifilit. W TOl". 
lo pioideiit. W oiiK-irs \(l\erli^iiij.' 
Cliil.. \\'a.-irni,aloii. I). C. . . . Hill J 
Sanders, of 1 loiiij;.( !. H M.lovire- 
chaiiinan on tlie radio l\ (•oniiiritt<-c 

of lli<- IW . . . Ihiiold Vi e- 

pneker. W \\C\ . new pivM.lent of 
I'hiladelpliia i;nil,l of \.lverli<in<i 
Men. 



I'lie roster of major film siiin- 
paiiies ill .sMidifiitidii \vii> in- 
ereiie.l l>v one hm xwek vitli 
I iiited Artisl!<* liiKiliziition of 
plan's to sliirt re^^ioiiul and loeal 
>ellintr. 

I \-r\"- fir^t eiiliN ill >\n(lirati(ui 
li<- Tal,:s ,>l The I ;Uni;s: ]Aau> 
are f.,r additional tiller lo follow 
e\erv ihree or four iiioiillis. 

\iii..ii'; 1 \-r\ lilies a> >el iineoni- 
iiiilled lo eillicr iiet\M)rk of ?\iidi- 
<aled >ale are Hudson's Ihn and 
Uiumi Vndcrcner. 

Exploitation: \ sMidieatcd >iio\v 
j^ponsoied in Kansas Cih bv luo 
national advertisers pot an ii'niisiial 
l.oost lasl ueek. W 1) \I'V1 V i.rodiiee.l 
a speeial sliou. Bnoru} the Call lo 
proniole Carnalion Milk ami '1 ideV 
}(vsn,r li. 

Sales: \l(:\'s i'araiiionnt |ia(kai;e lo 
W \L\-'r\. Mobile: \VS^ l!.T\.SMa- 
eiise: W.^OC-TV. Cliariolle. and 
W FMli-r\. Indianapolis . . . WW 
Films' Om- Sk-p lirvond sold lo the 
Fiijilisii laiiiiiia-.- cue . . . \.-u- -ales 
on \ r\-s' //oHr „f Stars in. ln.l.- 
\\1!( A-'IA.lMiiladelpliia: W MIO-TV. 
( hi. ago: W \ \ C-TV. lioMon: 
W IKT. \e« lUueii: KT\'r- r\. Ta- 
conia; WlliO-TV. DaMon: KKFM- 
T\. >pokane: WWid'-'iV. Spriii-- 
n<-id. Mass.: K()\ \-T\. lloii.duln: 
W l\k-T\. n. Meters: \\.|1\1-TV. 
F.iiisin..: K\ r\. San .lose: W KHT- 
'I \ . La Cros-^e: W W 'lA . Ca.lillae: 
W MM TX r.a\ ( in ; W I l\-'l \ . 
liois,'. and ki:Vl". Sanla liarl.ara. 



<if Loch-l /, in 112 cities includes 
Chicago. I'illshui-h, lioM.ui. Kansas 
(:il\. Vllaiita. Detroit. \e\\- Haven 
and others for \iiierieaii lohacco; 
station sales in< hide W HC \-TV, New 
York: KLl-'i-TN. Lafa\elle: W LOS- 
T\. \sli<.\ine: KTVIt. Holse: W 'm - 
TV. Dothan: k()\l()-T\'. beatlle. and 
KKUO-TV. r.ak.Tsfudd : sponsor sales 
include Thorp Finance .,n K\IM)-T\, 
Miiuauk.'c: Liiscoii Indiislries. \eu 
Haven: .Vouth W eslern I'nldic Serv- 
i<es. K(:i!l)-T\. Lul.l.ock; Superior 
l)air\. \nsiin. Texas: loua Kleclric 
and I'ower Coiiipaii), (A'dar liapids: 
and Su]ier-I)up<'r Markets. Yakima, 

Projiraiiis: W I'lX has pul ils third 
dociiineiilar\ into s\ndication. The 
SVcre/ Life of Adolph Ililler, using 
oiigiual films and iheir sound tracks. 
. . . Two di.zen films .m medical and 
agiieiillm al subjects are being offered 
free to stations b\ Chas. IMii/er S> Co.. 
\eu ^ ork . . . ><Teeii Cenis ]>ul Man- 
hum. starring N'idor Jory and pro- 
duced uilh the cooi)eralion of the San 
Diego Police Force, into s\ndicalion 
sale'. 

Co er.'ial.s: WTICT-TV. Ilarlfoid 

i.s using aiiimalioii of weather reports 
for local commercials of 10 lo 15 
seconds length dailv from •l:.'iO lo 
1(>:;^() p.m. . . . Koliert Lawrciiee re- 
ports a \ear of contiiinoiis producti<in 
i^^^'V^ «e<-k. iuehlding acli\itv on 
iiear-lioli<la\ dales uliicli in bniiier 
\eais had no production scheduled 
;...M(;.M-TV uili op.ai a .\c\v York 
sln.lio on 1 JuK for i.osl-pro.liKlion 



e<litir 



U(i i 



^nvk t 



KMll 



uesl coast i.i„diicliou . . . I'PA will 
animate eonmierciais for Mars Caiid\ 
^h^ Knox Uec\es \d\ eilisiiig of 
Minneapolis . . . 'Nliisie Makei> has 
completed two assigiiiiieuts for \nfizz 



I. ugh Charles W . lloM . . . Krrol I 
Klernian will join Filiot. l"nger | 
1.1 I'liiot as siiper\isor of client re- 
tioiis . . . Charles K. limit ha? 

'en appointed sales manager of ' 



Mo 



■ sab- 



Mark.'l 



on y.n snk- 



h 
h 

Sound Masters . . . KPA uill hold s 
sal<-s lax ••seminar" b)r associate 
ineudieis . . .Transliliii c.miplctcd a 
business film for I'ortiiiK- .'Majia/.ine 
and the First National Vh\ I'.ank of 
New York . . . Milch .Mill.-r. spc:ik- 
liig at the ."jth animal coin (-nliou of 
the \(bcilising Fe(l<-ralion of \iii(>ri. 
ca at Minneapolis. |)oliil<>d out that 
••commercials should ulili/.> iiiiisic lo 
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(Ii'lixcr ;i \ilal iiUMiiiii^ of tlic ])()iiits 
iIkiI \\()r.l> .•;iiiiiol |)l()jc( t." 

Addilic.iKil >iilcs: (M' r.-poiK s;ilcs 
iiu.l n-n.-\s:il> of The Silent :>,'rvire 
follox\s: CiM x.-ai. \\T\J. Miami: 
k\ Al{-'|-\. IMuM-nix: lv"\ F.u- 
W l!liC-T\ . l!imiin<ilKiiii: 
kU15(:-'r\, M.il.Mif. KFMI!-'I\. Nm 
W'liZ-TV. \]o>Uw. W 1)1!J-'1'\ - 
i„kc: \\T\^. Dc.lliaii. \la.: and 
KCK \-T\. Sanaiiifiit,.: >.-,..,id mmi". 

\\T()Cr\'. >axaniiali. kllMl. 
lloiiolnliK K 1! IU:-1'\ . \Minc: 

K\.\L-'r\'. Kii^i'ii.-: \vi!i;(:-'rv. iiir- 

K V \ II -TV. I'lio,-ni\: 
WTVJ. Miami. 

<)r<:iini/.;ilioii;il iii(>\c: Al Simon 

hrcoiiics picsidciil of l"ilin\\a\s Tclc- 
1 I'roduclioiis. a iu-\\ prodiution- 
dlMiihtition Mdi<idinr_\ of l''ilinua\> 
Inc. 

Strictly piMx.iiiKd: Joininj- 1 \- FV 
^ Joiiii K. Alioii a^ c.Mitial sale> 
iiiana<ier and .Myron \. Kl<;cs a- 
regional inana<:cr . . . \e\\ 
p\ec-iiti\es at \ 'I \ >yii(li- 
cation incliule Joiin ("".iniicron lian- 
dling 111.- I!allini,.r,--l'liiladci|.lna- 
W'ashington area an.l William I). 
.Mac(;:nv-ill in Knglan.l . . . 

MiC iMlni. appoints liar. .Id Klein 
Vcw ^ oik Cil\ account e\ccnti\ e and 
presidential assistant in hnsincss af- 
fairs. Irviii- I'alov in \eu ^ ork an.l 
John J. .McMahon in Clii.ag... 

FValnro rilm>: WMJC-TV ha- pin- 
clla^e<l 100 f.-atnie fdms from ^•^\ 
Intcrnati.inal. iiieliidimj the RorkrI 
packag.'. for x-hcdnl.- on llie stn- 
tion's SliDir an.l other pin- 

grams: soinco of the fdins include 
20th C.Mitmx Fox and Lopert Film>. 



RADIO STATIONS 



The hil. M joh Un- nel^oi k ra.lin 
\«a.< a (lispalrli onl of L(iiii>\ illc 
this VMvk. 

\ ic >holis. head of W llA.-^, L..nis- 
\ille. ,llM-lo>ed that not ouU ua^ his 
Mati..n pulling out of CF..-^ Kadio this 
JuK hnl that a innnh.-r of other iiet- 
\u)rk alliliate.l station- were joininii 
him in what he .l.-s.rih.-.l a- a new 
network. Kadio \\ orhl W id.-. 

The own.-r>hip an.l >tati..n call let- 
ters h.- nicnti.ni.-(l \\.-r<- \e\\hou>e. 



F.i;. WJl! D.-lioit. th.-Worc.-ter Tel.- 
gram (WTXCi. kFl L..- \ng.-l.- 
(MiCi and lVa\cler> Insuran.-.- 
tWFlC llartfor.n. W'l lC is afliliat.-.l 
with M!C. 

Said (.15S- Vrllinr llnll lln^.-^: 
W,. kn(-\» Wll \S %*;is l(-a\iiig hnl 
our alliliaK-s %>itli l>nt a (-x- 

rrofli-am Consolidated f'lan. 

What sh...k.-.l CF.S was .^holis" 
nieth.Hl ,.f puldi.-i/ing W 11 \.^' -.-xer- 
an.-.-, lik.- a.vuMiig CDS of "pri.-.-- 
l utting and pinn piograming." 
^ ' 

ldea^ at uork : 

♦ Heer an.l cooki(-^: \. .Nm 

Francisc). is dist rihiiting l)o\.-s .if 
f.ntnne co„ki.^s as prom..tion for 
llannn's IJe.-r sponsorshi]) of (iiants 
l.as.-l.all. Kxplanati..!! uilli 1..)n.v: 



On 



hack .,f the print.-.l -foi 
* a|.p.-aring insid.- I.S.OOO c...,ki.-- 



used wei-kl) in r.-staurants is k^' \"s 

t.iasl the Ciants e\er\ time tin-) win 

.Moonin-: W 1 1 15. Kansas Cit>. 
has r.-.'ei\ed 2,716 entries in its "Triii 
t.) the Mo.)n" ontesi. The i)rize: an 
all-e\i)ense trip t.) the m.)on .)n the 
first onnnercial rocket shij). 

• Seav(-nfIer^ : KDKO. San 
Di.-go. |)r.)m.)ting Cai)it.)l K.-cor.Fs 
rel.-a.s,. .,f "Castin" .Mx Sp.-ll." ran a 
sca\enger hunt ofTering a prize .)f 
$m t.." listeners who cuul.l gather all 
..f th.- items menti.ni.-.l in the Krics 
..f the song. 

. KWK.St.L.niis. has distributed 
some .100.000 H.nnis Cluh Cards dur- 
ing the first six months ,.f IT.O. The 
cards f.-ainrc ph.,t.,> ..f MatiouV top 
air |)ersinialitics anil .'ontain a serial 
umnlu-r t-nahling the hearer to |)ar- 
ticij.at.- in the stati.)n"s H.mus (.'hih 
pr.Mnoti..n. 

• Clieckini: on eoiisnnn-r.-. : In 
.•..njuneti..n with Swift. 01.1 Dut.h 

F Is and Sex.-n-l |.. exerx ^u■i^kcn,\ 

tlirongh.)ut tin- sunnncr. a r.-i)r.-s.-ii- 
tatixe' ..f k.sTl'. Minn.-apnlis..-st. 
Paul, will \isii ..ut.loo, ,-ating areas 
an.l interview th.- |>i.iiickeis. psking 
th.-ui if thc\ "re usinu the iiartieij.ating 
sp.)ns..rs' i.r...lu<ts'. 'Fhe awar.l i'f 
the\ ar.-; a chare. lal grill. 

• \VJ(,>S. Jacks. .n. Miss., has s.d.l 
a "Dream N'a.'ation ' proiiDtion with 

sp..ns..rs signe.l f.ir .-T.i'.OO. Cus- 

of hnsin.^'s. with the pri\ il.-ge of r.-g- 
ist.-ring .lail\ . For a.hle.l impa. I. one 



Station |>nr< lia«<-: \\tll\, ^alin. 
Miehiga.i. t., I,est..r I!, a. Fasti,, . 

Sales tidings: M?( ( hl.ag.. -ta 
li.ms W HNO an.l W M \0 ,, p.„t.-.l 
r.l hilli,igs f„r th.- hrst l,\e 
m.niths of 1<).V» . . . \. San Fian- 
. isc... sai.l it s.t a ii-s.'ar ,...n.l in 
l...al an.l nati.nial hillii,- i,, Max. 

Undo,-: 'll,.- (^.n„.-,tl.„t (,.-n.-ral 
\ss.-mhK a.l..pt,-.l a ,os,,l„ti..„ c.mi- 
,n.-n.ling WTIt . llartf..,.l. f.., its !,.£.- 
is|ati\.- seri.-s. Ihc Motion Hcjore the 
House. 

IN-r.-^oiMK-litii--.: I'Muin I'anoa-t 

appoi„t.-.l stati..ii manager ..f k\0\\. 
^..rk. I'a. . . . W illiain Stev(-n«on 
nam,-,l a.K .-rtisinL- and pr.„n.,ti.„, 
nianager f..r W K( \ . I'hila.l.-lphia . .. 
I'arker .laeksoii nanie.l sal.-s .lexd- 
.>|),nent a,iil |)r.),n.>tion dir.-. t.i, a,nl 
Dan Melius ap)...int.-.l sal.-s „,a„ag.-, 
of klMli. >an Itieuo . . . IJol. I'ark- 
(-1-. di,-.-ct.)r of sales pro,n..tio„ an.l 
in.-rcha,i.lisii,^ an.l Orion >aninel- 
.-^on. farm .crx ice .lir.-. to,. \\ P..\^ . 
C,.-,-„ Hay . . . J(-rry W ie.lenk(-ll(-r. 
|)r..„iotion nianauc,-. KFZ. D.-.-atur. 
111. . . . IS(.1> IJern-tein. to WIU 
p,il>lic relati.ms d.^|)artn,.-,,t a- tra.le 
|)ress r.-|)resentati\.' . . . l.nther K. 
Strittnnitt«-r. l.nal s.d.-s ,nanager. 
W \KM. .Ncrauton . . . K.l Kol.l.in,«. 
network |>r.igra,ii manager. W VIP. 
Mt. kis,-o. \. ^. . . . Jean Knsign. 
,i.-twork p,.im.al..n mana-er. W \ 6\. 
\ew Kochell.-. ^. ^. . .' . Donirla^ 
Hell. |)r.)gra,n .lir.-ctor-iir.xlncti.),, su- 
pe,\is.„, \\ Is'F. Charl.,ttc, ^ I , . . . 
Holt (;e%sinn(-r. dir.ctor .>f prom..- 
ti..n and puhlicitx. \\ ^P,. \tla,ita . . . 
Nan W.-n.ller. ex.-eutix. assistant to 
g.-ueral n,a„age,-, \(,. Warwi. k- 
l ast (;r.-, nwi. h. H. 1. . . . ."Marxiii 
Kat/. |ir..gran, pr.),i,.>ti.)n an.l ni.-r- 
chandising nianager. kN\ Fo- \u- 



REPRESENTATIVES 



l'« tr\. etle, ti\«- I Jnly. t.iko o\< r 
r(-|),-e.-.(-ntation of 'ri-anscontiiK-n t 
.-.tntioll^: \V(;i{.\.'\l-TV. lUilTalo: 
WKOC-TV. l{ochest(-rand\V>V V- 
.VM- TN . llarrisonl.ni i:. Va. (o()<^,- 
o^^ner^hi,,). 

It is ,-xpert,-d that P.-try will aFo 



You could ask 
R. Peter Straus 

EXECUTIVE VICE PRESIDENT 
of WMCA NEW YORK 

about our World-wide 
Voiced News Service " 



m 



but why not call 

INTERNATIONAL 
TRANSMISSIONS, inc. 
2 W. 46th ST, N.Y.C 
COlumbus 5-2400 



Lidustrial Crescent 




WORK, EARN 
and SPEND. 

and it'H dominated by 

lofmy-tv 

GREENSBORO. N. C. 



Harrlnglon. Rjghler i Par 



iV|iiTM'Ml W M-;i'-r\ ..>< rant..n-\\ ilk.-- 
Uaric ((.()', ..\MU'r>hi]. I)\ TIC I. cf- 
f.'. li\.' llic' ^aiiic (late. Tl.iV uill likriv 
W finalize! thi. 

K«'|> jippoiutHU'iits: WnW-I'V- 
Cn-en l!a> . to K;itz . . AKXK. 
>aii Dicfiii. t(i Peters. (H-iHiii. 
W.xMhwinl . . . \\ 0\K. Atlanla. t.. 
I);ii-eii F. M((;aM-eii C*.. . . . 
K(.1U;. (.-.lar l!a|ji(l> and 

\tlnnta aii.l to the Hraiilunn Co 

W . Scalllc.Tac.ma. I.. UH-liard 
O'Coniiell . . . KG \. Spokane, to 
C;.-..!-,- \\ l!olliiif:l>ei> (m. 

Kiiianeinl n'port: National l)iilin<; 
at Daren F. MeCavron Co. for April 
'i\V, ahead of \|)ril, Y)7>\\ and 
.51', ahead of In.-t month. 

Stri<'tly p<'rsoiiiiel : >ewt<>u 
Dieter, 'to nianai:er of the Lo* .\n- 
,;:eles olT.ce of r.roadea>t Time Sales 
. . . Vi ilhiir Froiiiiii. to inana<;er (d 
sale.- dev<>lo|.rnenl an.l pro.notion ami 
\iitli(>ii> IJotti, to manajier of re- 
-eareh at M'.C Spot Sak-. 



TV STATIONS 



<:l<-v<-laii<l < it> <,<>iiii< ;i ^^aiits to 
l>e friends >^itli tv niid radio: 

Following station editorials bv 
KV\V-T\ X \.M eritieal of the (.ity 
I'hninini; ('oinnns>ioii foi not re- 

eil arian-ied a lele-a-lete lunciieon 
\\ilh station oir.eials. 



I!e 



idt: Co 
infoi 



eil will e 



• disi 



iM.r ha 



W rap-l p. 



Mav 



St. Louis stations last >\eek 
pitehed in to fill tlie >o;d left l>y 

Some' examples: KPLK-TV aired 
at 7 :.")() a.m. with a fnll-time sehednle 
of iie\N> and sperial interest fealnres 
. . . KSD-TV. operated l.\ the 
rulit/cT rnhlisliinj! Co. and sharinfi 
the same hnildiiii; as ihe striking; 
newspaper. iiio\ed its -tiidio e(pii|>- 
menl to onlUirijr Iransmitlers hefore 
the strike den. Mine, so holli the radio 
and l\ stations eunld aii on sehednle. 

'l aft Uroadeaslin;; Co. niak.-s the 
hilesi station -zroiip to olTer its 
stork to tin- pnhlic. 



The offerin- (■onsisi> of 4i];i..S22 
^hares of common >loek. Proceeds 
will <:o entirel\ to stockholders. 

For iron> >on probably <-onldn't 
top this one in the tv station 
fudd: 

KAYS-TV. Hn>s. Kan., which 

for the area, had two-tliirds of its 
o\\n to\\er tornadoe.l down reeentK . 

However, xvilli hut a third of the 
tower and at a third |)o\v<'r — it was 
aide to hold its whole roster of spon- 
.-ors duriiit; the ernerj;enc\ . 

Kenneth Tre(K*ell. v.p. and tv 
nianajier of WHTV. Charlotte, 
bad this to sav about >ideotape 
hef.>re the Hirmin<.diani Ad CInb: 

The qualit) of tape is every hit as 
•jood as li\e. and there are real 
saxin-s possible in tajdnt; eonmier- 
cials for thi> vea.M.ii: 

^on can see uhal \ on ha\e im- 
niedial(d\ and do neeessar\ retakes 
on the spot while all people an.l prop- 
are a^.-embled. 

Jdeas at Nvork: 

. NVH AY-TV & A.^l. Creen Ua) 
i- mailiiij; contest promotional |iieee.s 
to a.;2ene\ people and afiricullural 
firni.s. Tlie fii,-t of the contest: \ame 
the jial who'll be selected in '\iif;ust 
as XVi.eonsin's " Mice in Dairxland" 
and urile a Kl-word-ordess slogan 
promolinj; station's farm service de- 
l>arlment. 

• I'ntlin.si Ihe 'shock' on the road: 
Cie<:ore. Shod Tlwalrr m.c. on 
KAITN'. Omaha, toured the cit\ 
,-lreets recenth doimed in his 'shock" 
ontl.t. with a'-knll on his lap. How 
he uol aronml: In what looked like an 
i;!7() hor-c-drawH hu-v. His mes- 
sage proxed a real killer-diller for 
.-peed linpi)\ iraxelers. 

Tbisa 'n' data: Top 10 Dance Pari). 
live s\ndicated series, -ioe- into the 
-nmmer with llu-e renewals: Hoval 
Crown Cola and Castleberr\ 's Food, 
on \V.|DF-'r\. Au.i^nsta. to tin- end 
of Novend.er: ClarkV Good Clothes, 
h.r one xear on KOTN'. Tulsa: Coca- 
Cola picked np the lab on \\\\\\^- 
TV. Memphis for the fifth Mraifilit 
M ar . . . Kndo: To W KJCM'N . Fi. 
\\a\ne. the lop aclriexement award 
in regional competition fnnn llir 
.Iniii.n- \ehi.'\cm."nt eom|)anies in the 
cil\. ^ 



TV CONTEST 

U:ont\l from 

. Il.m NN.-II pn> 



. Wli.. kll.nv. al...ilt 111.- ( onl.-l? 

Wcvaim- ..f llic c.iiiix'liliv 
ruillirr of the nia.-un.rii' l.iisii,.--. tlir 
first t«.. iK-nis Wcouw \ it;il. Koii- 
/oiii ;i(lni('ii .■^tiinalc llial llicir line 
"niilsHls an\ ..llici l.ian.l in its area 
f;cn«-iall\. and ..iilsclK all olli.'is pnl 
lo-r.-lhcr ill lis Icnitorv in llnliaii- 
\incricaii sales." It lia- \iitiiall\ 
100'; (lisliihnlinn in Ncvn York (at\ 
aii.l JoiscN and a shaic ..f N.'u 

Kii^hm.l nii.l l'iiila<lH|>liia. 

llo\\ ui'll |)n)in.)|f.l tlic cnnlrsl 
\^..^l(l he \Nas (innonslralcd l.\ : 

I 1 I Thn-e If shoHs: lii additiun t.. 
ihc basic tliri'c-inarkci i)i.)p;iam. Kon- 
zoni is alloniatc spoii-or of >i{iliir<la\ 
Star Theater (WKCA-TVl. O'/M) 
p.m.. Satiirdav. and co-sponsor of 
Children s Theater (\\i;r\TVl. 
a.m.. Satiinhn (lioMi so.-n in Nc\n 
York Old) (. i lu- <•(. si VNOuld I..- 

(2) Radio sjiot .-schedule on \VI!(:.\ 
l\c\N York) and line- Italian Ian- 
•lunfie programs would also |)lu2 it. 

CM 7'r Cnide ads in tlio llutr t\ 
maikols would call added altcnli.-ii 
lo tin- contest. 

\dde.l pluses for tlie liiocer: 

iP // $100 honns lo the store 
inaiia'ier where the hoxtop w itii tlie 
winning entr\ \\as |)urcliased fa line 
\Nas provi.led' on the ei,lr\ l.lank for 
the name of the store I. Here. Gut- 
lenplan n<l\i.-es. the policies of chains 



< lun 



to 1..' 



ioiial adrantases wen 
is of photo o'f winiie 



121 /' 
ofleied i 
with sloi 

CM Letters from Tl Cnide VNcre 
mailed to the trade \\illi copies of 
the ads. 

( 11 Ten pilot stores vncic picke.i 
lo tr> out displa\ ideas. 

The experimeiUs \\ere eoiuhicted 

l)v Jule. 1. lard. a-eiicv \.p. and 

director of marketing and merchan- 
dising, and formed the hasis of sii-i. 
gestions sNhich Honzoni sah-sm-ii 



and > 



rd a 



plavs. 



Gultenplaii \ isiled ma 
th.'in.selves to check on c 
ugge.sl \vn\s of Letter di^pl, 
ing the |)()int of sale pieco and. 
particular, the entr\ hlaiik I 
keep chc.Mdiisih: eve level 
highC 

Kcejiiiig entrv hlanks sto( 



lip: 



iiiajoi |)rol)leiii of aiiv caiii|)aigii and. 
as (;iltlcii|)laii fieelv admit-, llii- one 
ua-i no exi eplioii. liut luo solnlioiis 
were provided: 

( I 1 Uei>n„lnrtH,n nf entr) blanh 
ill 77 (;,n<le ad prnvided the proper 

slali -rv llhougli. of cour-e. the 

tri|) to the >tore «a> -till nece>-arv 
for the l.oMopl. 

I 21 I non-enlr) UanI require- 
ment was announcfd in the la-l two 
weeks' comineiciaU \ii eiitrv coill.l 
he >eiit in on i)hiiii -tationerv. pro- 
V ided i)()\lop aceoinpaiiied it. 

that its new product is now well 
launche.l. \\ lial distril.ution w a- not 

taiiied h\ coiiMimer demand during 
the coulesl. Where store- called up 
for it as a result of re.piesls. it was 
tpiicklv >up|)lie(l. Letters a>king 
where' it couid he piucha.-ed (often 



vilh 



.ml\ 



e.l hut al.-c 



alT.'ci 



('ontests remain a |)oleut sales ex- 
citer for Kon/.oni. and covering all 
hases the jiriine requisite. Not the 
least of these are the legal aspect-. 

Hasicallv, a lottery dilTers from a 
sn eepstaLes in that the latter rerpiire- 
no "eonsideratioir- I e.g. proof of pur- 
chase) and no element of -skill." 
merelv the factor of ••. hance." ( 'I'he 
post olllee ha- ruled that coiisidera- 
lioii is not present "where the sole re- 
(piirement for participation is regis- 
tration at a store.") ."^o IJonzoiii was 
on Tiriu ground with its ".iT and '."x" 
'•sweepstake-- plans. 

lint when yoii add a ••coiisi.iera- 
lion" to liie •■(■hance" factor, then, 
like a chemical fnrinula. the two .-nn- 
iiot exi.-t together without the addi- 
tion of a third element "skill." 

liecause eiiforeenienl of conle-i 
rule- is now a trade |)ractice. net- 

reetlv involved lend to he more fm- 
i.kv than ev.-r. So Cnlleiiplaii a.l- 
vi-es. "Gear contest rule- with he.-t 
a\ailai)le aulhorilie.-. so that you are 
on firm ground in countering anv 
small points tiiat mav i)e hroughl up. 
also to avoid last-iuimite iioldii])- 

ruling from the-e authorllie-." 

The post olhee. v o'lr own altornev 
arc two authorilie- Cutteii|)lan par- 
ticuiariv advi-es with. Ch-aran.e 
from these -our. e- give- v on a tre- 
niendoii- head -tart with legal depart- 



SPONSOR ASKS 

^ Cont'd iron, pntie IT I 

I'attcr-on -wept t,. v i. l,.rv ..ii ihi- 

-h.gan. phi- a -light. favuiahl. 

land-hde at ill.- p.dl-. I'ail ..f I'all. r- 

l.as.-<l '.,n his 'father's a-sa-iiKiti„ii 
whd.- alt.,rii.-\ g.-ii.-ral ..f \lal.ama. 
ail a.l s., n.'farioiis il <aii-.-.l th.- 
giganti.- cleanup ..f I'lienix -mi 
Citv. thank- t.) an (Hilrage.l |)iil.li. 

remarkahl.' Ix-eaiisc of hi- "miiii- 
mnm ■ im.lgct a. tivities in print and 
liroa.lca-t during ill.- cani|iaigii. Dm- 
l.u- Di.hler. s.)m.-tini.- call.-.I "The 
I-ath.T of Motivali.)iial l!.-. ar. h" 
prohahlv w.,idd not hav .■ l..-en a- 
a-l..nn.l.-d a- .uir hr..a. least hr.-tlir.-n. 
hecaiis.' ralt.r.-.in's p.)litical imng.- 
alm.>st (it the fMnnida ..f th.- innnm.'i- 
ahl.>. elusiv.' •V.uuethings" that make 
lip th.' |)ositiv.'. suhjc liv e. eiiDtional 
expression wlii.h all |)ulili. iiislitii- 
liou- u.v.l f,.r -u.cess. 

To.lav. not oiilv iiui-t hroa.h a-t.'i - 

legal .■..niis.'i. .-iip'ei -salcsman. ' . on- 

|)er-.)iiii.'l inaiiag.rs, .•Iia|)laiii> and 
film hiiv.u-. hut m.i.-l of all. thev 
must he psv.-hoh.gisl en., ugh t.. kn.,w 
the ha-ie- of ni.,t iv ali.nial res.-ai(h. 
Th.-\ must know their "image" or 
li.)W I.) find il. hilt hetter. h.iw lo 
iinpr.n.' il. .la.k Harris ..f kl'K( 
.Ic-.-rvcs the in.hi-liv's kmh.s for th. 

WoH.l" of iii..livalional r.'seai.li' 11.- 
.•all.-.l for l)...l..r l)i«hler's I. am ..f 
Mli .^|.ecialist- I., inva.le ii..iisl,m. 
and .lelermin.- KlMtfs "imaL'.'." 

Ka.li., ni.-ii with a iietw..rk allilia- 
li..n had h.-tt.-r searcii f..r the p.-rfe. 1 
•image- wlii.h hlciid- the ima.^ina- 
li.)n .)f the • indie-" with the aiilhor- 
itv ..f the net alliliat.'. Th.- -iiMli. " 
.•|>erator ha- the sam.- pr..hl. in in n- 
vers... Ml of 11. nc-.l t.. p. rf.-. l ,.iii 
..wn imag.' in ..nr maik.-t. 

\h.li\ali..iial r.-.-.-arch has "\1.,>1 ..f 
th.- \iisw.-r-." ••.M...-1 ■ of Ih." answ.-r- 

wh.-n vo'u a'pplv li -lide ruh- to human 
l.ehavh.r. v.m can ..idv win.l up 
••C1..S.-. hut 11.. < l::ai. • 

\- l..ng a- Ma.li-..n \n, ui. . ,ui- 
linne- to haim u- •^liv the \m ,1., r. ' 



,li^ 



m.itivational r.-s.-ardi to hii.l th..- ii 
age wln.h will hrin_ u- ho- , .Ci 
ner i.i the r i.li,. or H r.iliiiL I . .k- 
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REN 
EWE 
DO 

says Louis Wasmer, Pres. 

KREM-TV 

SPOKANE, WASH. 

"Renewed" is the big word 
in our l)usiness and yours 
and that's the good word we 
get from Louis Wasmer! 
"Warner Bros, carioons have 
been rating over 20 ARB con- 
sisienily. They've been so suc- 
cessful thai we've jusi renewed 
our coniracf for bofh Warner 
Bros, carioons and Popeye and 
we're sure our sponsors will do 
ihe same. From pasi perform- 
ance, we're confident ihai rat- 
ings and sponsorship will 
remain at the same high levels 
for years to come." 
KREM-TV's experience 
with Warner Bros, cartoons 
is "par for the course." 
Whenever these great laugli- 
getters are shown, a loyal 
following of viewers and 
sponsors springs up. We 
suggest you try Warner 
Bros, cartoons in a highly 
competitive spot and watch 
how they come out on top. 

' I I L 

UNITED ARTISTS ASSOCIATED, inc. 

NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E, Wacker Or., DEarborn 2-2030 
DALLAS, 1511 Bryan SI., Riverside 7-8553 
lOSANGELES,9110Sunsel Blvd.. CRestview 6-5886 



Elmer 0. Wayne Uii. l.ccii named <;encval 
>al("s niaiiapcr .if KFl. L,,.- An^ck-. He 
conies freiii W.IU. Dclroil. where he >|)enl 
eidil \i-ai> a general >ale> manaiier and 
N-.]). in ehavge of ^ale^. Prior to hi.<^ Delroil 
move. \Va\Me Nva> wilh Curlis I'nhiishin- 
Co. for fiv e u-ars as senior .-alesman : with 
\lcGraNN-Hili' for three >ears a manager 
of th.- CieNchmd office and ne^^^|>a|)er re].- 
John W . CnUen Co. Uo is a mendx-r of the 



Detroit Sah-s KxeeiiliM- Chd. and Delroil \(lNerlisin^ Golf Assn. 




Douglas S. Cramer has joined Ogil\\. 
lienson \ Mather a.s hroadeasi supervisor 
on Le\ev. He has lieen. for the past ihree 

l'\G in Cinrinnali. Cianier enlered hroad- 
castin? 11 \ears ago Ins lien lie u as 17) as 
a.- a U i,ro(iucer for a ueekl> iialf-hour 
>\^o^^ on W kP.C-T\ . Ciiiciiinali.' His v aried 
aeli\ilies since then inrhidc: pro(hiclion 
a.-si.-tani at Hadio CilN Music Hail: script writer for MGM ; lead 
al Carnegie Tech: free hin.-e writing; and professional ])lay\vri 



f 



dit. 




Raymon Hamilton has hcen ap|)oiiited 
Delroil sales manager of Tn Adveilising 
Heps. He comes from WINS. Ne« York, 
where, for ihc past l.i months, he was ac- 
conni e\ernti\e. I'rior lo llint. Ilamillon 
was sales manager for the 'W Film Co. and 
e.VTiitiNc N.p. \.f Flamingo Films. His 



prei-( 



ed 



I/^/ ^HH -e\cn-\ ear sliiil as a .-pecial agent for ihe 
Fl'.l. Hamilton was graduated from the V. of Deiner after a foiir-year 
tour wilh Ihe Marin. Corps. Frcvioush. he altendc.l the V of ()kla. 



Robert H. Comfort has hcen appointeil 
N.p. of Ihe P.oKleii Co.'s Pioneer lee C, ,.;,„, 
DiNision. Brookhn. \. V. lie will head the 
-ah- and a.h.-rlising departmenl- there. 
( omferl ioinc.l F.oidcn in 1<)|!! as a .-ales- 
man in I'ioncci-s I'alciMM,. N. .1. hiancli. 
In I ').",(). he was Iran-h-ir.-d to the c.nn- 
pan/s sonlherii district and h.-eamc sal.-s 
manager of the liaton Uonge hiaiich. He 
lejoincd I'ion.'cr in I'W, as a-l. general m 
Inaiich gen. mgr. and la-t Near, named .lir. 




of -ale- and aih 



Your salesman on sight to more than 3 million people in 

THE SOUTHEAST'S BIGGEST, RICH MARKET 




WS^JS 

TELEVISIOH 
MflNSTON-SALEM 

Put your salesman ulierc he can reach the largest 

number of potential customers, the 3 million plus people 

with over 4 billion dollars to spend who live 
in the 75 countv WSJS market. 




Call 



^ Win'iton-Salcm 
< Greensboro 
^ High Point 

}lcndlr,i.Rrcd 




A sober thought for spot tv 

Tlic >|M'ct:iciilai' f'nsl (iiiarlcr hillings for >i)i)t l\ . i ('jx)! ted 
in la^l week's sponso!!. and llic prosiicct lliat l\ ^pnl .-ales will 
■■^(1 llnoiigii iIk^ roof" iliis year. |ilac(> a pailirulaily licav) 
l)iii(l(Mi ol rcs])()ii.sil)ility dii Mation oi^'raloi^ and >l<ili()n 
ri'pi c^ciilalix (>. 

Ill iIkmi- oiilliusiaMU (ucr >]Hi{ siicc(N>. lliey f-luiiild nol 
lorgcl tlu' ^()lu'riii,u l("!-s()ii> (if an carlit'r induMi-y cxpt'riencc. 

S("\«'ral vcais aj^d. wlitMi llie freeze was >lill on and exislinj; 
>lati()iK- w'eiT aliuo.sl >t\\t\ otil. ceilain l\ people l)iiilt tli(> iin- 
eiu iahle repulalion ot hein<; liijilidianded. arl)ilrar\ and neji- 
ledfnl wilh advertisers wlio.-e oiders tli/y ccudd nol fill. 

\s a re-nlt the eiilire l\ iiidiis|r\ .-ulTered a Idaek eye he- 
rau-e of the had nianiuMs of a few ol il> nuMnhers. 

To(la\V siiiialion eonlain> llie same (denient.s of danj^er. 
I>\ nexl fall. sjX)! I\ a\ailal)ililies on many slalion.- prohahl\ 
will he alinosi non-existent. 

W'e welcome this prosjieritN. of course. Hut we do lia\e a 
w(n-d of caution. Ueinendier that it is inii)ortant for l\ to 
keep its fi-iends. F.ver\ ad\erliser and a<;eney deserxes 
thonfilifnlness and rcsp.-et. e\eM if tli-ir orders cannot he 
handled. 

\mi ne\er know when >.ni may need friendship. 

Radio says it's a boy 

Wlien a strike hiacked nut all St. Louis newspapers last 
week. J. Karl .^niith. Director of Health and Hospitals, de- 
cided that an iinptnlant matter of <ireal puhlic concern was 
heinjr shann-fidly nejilecled. 

\<v..rdingly. station K\l()\. with his encourajiemenl and 
appr.nal. l.cgan hroadeastinj; the names of all l.al.ies horn 
each day in St. Lonis ho-pitals. 

\s far as we know this is the (irst lime that radio has taken 
o\er this happ\ chore of i)irhlic s(M \ ic(>. W C nndei stand thai 
the lespoiise from friends and lamilic- of (wp.'ctanl inotheis 
I and fathers ) has heen terrifrr. 

THIS WE FIGHT FOR: (IrCdtCI (UCfiiriU'.ss 
1)11 the pari of (iL^rnrics (iiul (id r('Hisi.'ix of llir 
toll' itlilcli iiuhIciii ladio ])l(ns in C(iiiiiiiiiiiil \ 
lijc. (iiul of //.s iiu-ic(isin<^ social. ciiIiiikiI. ceo- 
noiiiir iiiijioi lance in ci ci v niajvi inarhcl. 




lO-SECOND SPOTS 

Growing up: After dcliv cring a ra- 
dio ediloiiai on teen-age menial 
heallli. WOWO niaiiager Carl Vanda- 
grift got lhi~ eonnnent from a l-'ort 
W a_\ne nien luinl: "Fine editorial, but 
will yon e\jilain what \ou mean 1)\ 
'hel|)ing our teenagers achieve the 
smooth and successful transition into 
adultvry?' " Vandagrifl explained he 
had said ••adnltliood." 
Our fluff: Several weeks ago. ihis 
column goofed in sjK'lling "iitercj- 
ilacljl." omitting the first '"1." and 

Bruce Summers, radio Iv direelor of ' 

Harrv \1. Miller. Inc.. Columl.us. 

Ohio, ad agency— 

When flving perodaclvls. 

Would a hridle cause them j.ain? 

Or. |)resunie that 1 ate one of them. 

What if Ihis ie|)lile lived today? 
W oulcl he cau-e harm again 
n.v possihlv de-lrojing 
\ ( reatuve like the parniigen? 
Hut slo], and think! Thi^ monster old 
Could make a sna.-k of ull of /HP- 
Praise he h,- left tl.i^ vv<.rld 
Before the davs of Polemv . 
Mirror, mirror: V<w the funniest ])ar- 
ody on radio nhoul radio, he sure I., 
cat'eh a t)lav ing of the two sides of 
the Lil.ertv 'lahel record tilled -Cha- 

pi.re In Boh \ihogast and Stan Ross 
K().< 

Culture: \ \.V. an <enler fealiires 
Japan's foremost Kahuki .lancer - 
llide-(le-llo \zuina. 
At last; Phil .^lone of CllL \1. To- 

uho lina'llv sold something - his Ivpe- 
uriler. 

Revenge: 7'i' Guide rejuMis that a 
Los \ngeles radio .station has l.a.med 
the pla> ing of tv theme songs. // you 
ran't In-at tlwin. don'l join than. 
Switcheroo: Tv has given a new 
dogan I.) show hi/.: -I he show must 
go o(L - Chail.-s V. \lathis. 
Dobic: Overheard in Fonim of 12 
Caesars in N.Y.C. Adnmn: "Fit 
have a niartimis." The waiter: "Oh. 

••If 1 want two. I'll ask foi iheni."- • 
lldvvin Wheeler, g.-n. mgr.. WW J. 
Detroit. 
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as basic as the alphabet 




EGYPTIAN 

Drawings af animals, abjects, ar 
peaple were used in early writin 

the Egyptian ward-sign for hec 
prabably was the ancestor of oi 



PHOENICIAN 

Discarding the idea of "tolkin 
pictures," the Phoenicians selecle 
o few stylized Egyptian signs I 
serve as models far their alphabe 
Thus, the head sign became the 



^1 

PP 

R 




X^ichest part 
of Michigan! 

Michigon's population 
commanding 75 per cent 
of the state's buying 
power lives within WWJ's 



Reach deep into prosperous Southeastern 
Michigan with WWJ, Detroit's Basic RacJio Station. Dealers 
ancJ cJistribufors favor WWJ because they know it moves mer- 
chancJise. Listeners prefer WWJ because it entertains them with 
mocJern racJio at its very best. 

Ride with the planned music of the WWJ MelocJy 
ParacJe, with personalities like Hugh Roberts, Faye Elizabeth, 
Dick French ancJ Bob Maxwell— with procJuct cJisplays at WWJ's 
exclusive "racJio-vision" stuciios at NorthlancJ ancJ Eastland 
Shopping Centers. It's the basic thing to cJol 



WJ RADIO 
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